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Rough Proofs 


When President Hoover pro- 
nounced it “deef” in his child wel- 
fare talk over the radio, all of Al 
Smith’s supporters did a lot of 
chortling. They remembered how Al 
was razzed a couple of years ago 
for referring to the “raddio.” 

* * * 


Maybe President Hoover was just 
trying to show the farmers that he 
is one of them by using a pronuncia- 
tion which was once popular down 
in I-o-way. 

* cd ak 


P. J. Kelly, of Goodrich, told the 
Association of National Advertisers 
that the A. & P. saved 100 to 200 
per cent on its advertising expendi- 
tures because of the differential be- 
tween local and national newspaper 
rates. No wonder these chain stores 
make such enormous profits. 

co ok ok 


If the A. & P. executives can save 
100 to 200 per cent on what they are 
spending for advertising now, they 
ought to double the expenditure and 
thus reduce their overhead to prac- 
tically zero. 


* * 
Advertising arithmetic is always 
interesting. Gilbert T. Hodges, 


president of the A. F. A., pointed 
out in an address recently that al- 
though advertising expenditures 
have gone up in the past eighteen 
years, they are one-third less in 
proportion to the volume of busi- 
ness. He suggested smilingly that 
if the same thing happens in the 
next two periods, advertising should 
cost business approximately noth- 
ing. 
* * * 

If Walter Winchell and others con- 
tinue to make it necessary for Ivy 
Lee, the well-known public relations 
expert, to issue statements of expla- 
nation and denial, his friends will 
begin to suggest that he employ 
some good press-agent. 

* * * 

An automobile manufacturer is 
reported to have bought a double- 
page spread in color in the new 
Sears-Roebuck catalog. Julius Ro- 
senwald will probably order a car by 
mail just to prove the catalog’s a 
good medium. 

* * * 


Vine-Glo, the juice of California 
wine-grapes, is being promoted with 
money supplied the grape industry 
by the Federal government, thus 
demonstrating that Uncle Sam is 
committed both to farm relief and 
drouth relief. 

* aK a 


In view of the popularity of cru- 
sades, movements, drives and so 
forth, why not start one for the 
elimination of “Xmas” from adver- 
tising connected with Christmas? 
The author of copy containing this 
hated distortion should automati- 
cally be debarred from receiving the 
Harvard medal for distinguished 
services to advertising. 

* * * 


Dealers compete for new-car busi- 
ness on the basis of trade-in allow- 
ances, according to Paul G. Hoffman, 
of Studebaker. “This proves,” he 
adds, “that the public is smarter 
than we are.” 

Well? 

* * ok 

The buyer of a keg of Vine-Glo is 
assured that the entire grape indus- 
try of California stands behind it. 
Feminine purchasers are advised to 
keep it out of their bed-rooms. 


Copy Cus. 


LOCAL PRICES 
ARE ADVERTISED 
IN NASH COPY 


Dealers Enthusiastic Over New 
Plan 


The reaction from the first inser- 
tion of Nash automobile advertise- 
ments in 1,800 newspapers in 1,200 
cities, which featured delivered 
prices, instead of the conventional 
f. o. b. factory quotations, has been 
such as to guarantee the perma- 
nence of the policy, according to 
E. J. Travers, advertising man- 
ager of the Nash Motors Company, 
Kenosha, Wis. 


The Nash plan, which divides the 
United States into 64 price zones, 
recalls the similar “at your door” 
campaign of the Hudson Motor Car 
Company several years ago, which 
was abandoned after ninety days 
trial. 

At present the Nash line is the 
only one so advertised, but expres- 
sions from advertising executives 
indicate that other manufacturers 
are interested not only in delivered 
price advertising but also in a uni- 
form down payment price through- 
out the country, which can be 
advertised in magazines as well as 
newspapers, and in the inclusion of 
financing charges in the advertised 
prices. 


Nash dealers have invested their 
reports of public reaction to the ad- 
vertising with considerable enthu- 
siasm. Some dealers who were an- 
tagonistic have altered their opin- 
ion in view of public response. Only 
a few dealers in the larger cities 
have asked for changes, such as to 
cut the price slightly in order to 
give a bargain appearance. Per- 
mission has been granted in such 
cases. 


The intention of the Nash com- 
pany to make an issue of delivered 
prices was brought out in the first 
advertisement based on the new 
policy, in which the price was made 
a dominant copy theme over the de- 
scription of new models. Subse- 
quent advertisements, however, have 
been characterized by more conven- 
tional copy, in which the price was 
given only passing emphasis. 

It has required approximately 
three years for the company to ar- 
range to advertise delivered prices. 
Work on the plan was begun when 


‘the company pioneered in featuring 


“complete prices.” This practice of 
including the cost of standard ac- 
cessories and parts in the advertised 
price is now general in the industry. 


The necessity for dealers in each 
locality to agree on their handling 
and “make-ready” costs, proved to 
be the biggest obstacle to advertis- 
ing delivered prices. It was neces- 
sary to bring dealers into agree- 
ment over as great a territory as 
possible. It developed that it would 
be necessary to have 64 price zones, 
at least to begin with. 

Mr. Travers said his company’s 
desire to feature delivered prices 
would not tend to build up the news- 
paper appropriation at the expense 
of magazines, and that the maga- 
zine campaign scheduled for spring, 
as well as newspaper advertising in 
Canada, would continue to employ 
the f. o. b. factory price. 

The Nash account is handled by 
the Green, Fulton, Cunningham Co., 
Chicago. 


Oranges Save Teeth, 
New Campaign Theme; 


Others Report Plans 


With an advertising appropriat- 
tion of $1,600,000 for 1931, the Cal- 
ifornia Fruit Growers Exchange, of 
Los Angeles, will “bear down,” in- 
stead of relaxing effort in 1931. This 
expression was among those received 
from national advertisers by ADVER- 
TISING AGE. 


W. B. Geissinger, advertising man- 
ager of the Exchange, explained that 
the increase of $300,000 is based on 
a larger 1931 California citrus crop, 
the appropriation being based on a 
certain fixed assessment on each box 
shipped through the exchange. 


National magazines will continue 
to be used extensively on the Sun- 
kist schedule. Newspapers will again 
be used to increase demand for Cal- 
ifornia citrus fruits and to announce 
the’ start of California naval oranges. 
Street car cards in every other car 
in the United States and Canada will 
again be employed, as will one-sheet 
posters in leading markets. 


“An important addition to the pro- 
gram,” said Mr. Geissinger, “is a 
zation-wide 24-sheet and painted out- 
door coverage of the United States 
and Canada. These messages will 
be placed in leading locations in 125 
markets. In addition, ten spectacu- 
lar painted boards, illuminated with 
Neon lights, have been installed in 
San Francisco, Chicago and New 
York.” 


New Health Appeal 


An entirely new health appeal has 
been developed in co-operation with 
Dr. Milton T. Hanke, of the Univer- 
sity of Chicago. 


“This new scientific development,” 
Mr. Geissinger explained, “has been 
based on years of experimental work. 
It conclusively shows that dental de- 
cay and pyorrhea, as well as some 
other mouth disorders, are the direct 
result of deficiencies in the daily diet, 
and are not, as formerly thought, 
due to improper cleaning of the 
teeth and the action of bacteria and 
acids. 


“Experiments show that the ab- 
sence of sufficient quantities of Vita- 
min C will cause rapid deterioration 
of the tooth structure, while, con- 
versely, the introduction of this im- 


portant vitamin in sufficient quanti- 
ties will absolutely eliminate pro- 
gressive dental decay and arrest the 


W. B. Geissinger 


ravages of pyorrhea and trench 
mouth, 

“In his experiments, Dr. Hanke 
discovered that the daily amount of 
Vitamin C was most easily obtained 
in one pint of orange juice daily, 
with the juice of one lemon added. 

“With these new health facts as 
a basis, Sunkist will inaugurate an 
advertising campaign to inform the 
American public of this new discov- 
ery. Already a foundation has been 
laid in advertisements in national 
medical and dental journals.” 

Plans of other advertisers: 


A manufacturer of waterproofing 
and other technical products said 
that his 1931 appropriation will be 
the same as in 1930. 


A Strong Finish 


“We are inclined to believe,” said 
the advertising manager, “that next 
year will start off weak and finish 
strong.” 

M. B. Bates, advertising manager 
of Life Savers, Inc., Port Chester, 
N. Y., said an increase of from 10 to 


(Continued on Page 11) 


Vine-Glo Copy to Appear in New York Next 


New York, Nov. 28—New York is the third city selected for advertis- 
ing and distribution of Vine-Glo by Fruit Industries Ltd. Dealers are now 
being lined up and the copy will appear about January 1. 


Asked why the company did not take advantage of the New York 


Christmas possibilities, an expert explained that it is necessary for nature 


to take its course before Vine-Glo can produce a holiday spirit. 


The copy will start in Chicago December 1, as advertised. 


Business Machines Declares Stock Dividend 


dividend of $1.50. 


1.5 per cent. 


New York, Nov. 28—International Business Machines Corporation has 
declared a 5 per cent stock dividend, in addition to the regularly quarterly 


In making the announcement, President Thomas J. Watson asserted that 
new business obtained from the 1930 census work amounted to less than 


American Radiator Promotes Beirn 


New York, Nov. 28—M. J. Beirn, vice-president and general manager of 
the American Radiator & Standard Sanitary Corporation, has become 
vice-president and general manager of sales. 


George Herth has resigned as vice-president and general manager of 
sales of the Standard Sanitary Mfg. Co. 


AGENCIES NAME 
SOME LEADING 
COPYWRITERS 


Make Start on Proving Barton 
Wrong 


If Bruce Barton’s statement that 
there are only 50 good copywriters 
in the country was, as one expert 
suggested, made for the purpose of 
starting an argument, Mr. Barton 
may close his desk, put on his hat 
and start for home. He proved he 
is a good copywriter. 

The ensuing debate developed an 
implied criticism of the basis for 
selecting the winners of the Har- 
vard Advertising Awards. 

Carroll Dean Murphy, head of 
the Chicago agency of that name, 
said: 

“What is a good copywriter? 

“Is it a person who writes what 
you or I or the Harvard Awards 
Jury, with a more or less jaded and 
theoretical or dillettante viewpoint, 
regards as something new, smart, 
showy, dramatic, or what not? 

“Or is it the person or (more fre- 
quently) persons behind the adver- 
tisement that ‘delivers the goods’? 
I could tell you a lot of stories 
about good advertisements and the 
people back of them. 


Birth of Advertisement 


“The way we work, with-a group 
of mature and experienced minds on 
the job, nearly every advertisement 
is a development resulting from 
thinking out loud in conference, bat- 
ting the idea back and forth, evolv- 
ing the central theme and some of 
the illustrations and headings and 
writing, discussing, revising.” 

Mr. Murphy closed with this com- 
ment: 

“The most valuable player in a 
football game is frequently dragged 
through by a linesman who gets 
hold of his belt and supplies both 
interference and traction. 

“I am inclined to think the ‘50 
good copywriters’ are frequently in 
the same class.” 

Arno B. Reincke, president of the 
Reincke-Ellis Company, Chicago, 
was the author of the suggestion 
that Mr. Barton was merely having 
a sly joke. 

“There may be only 50, there may 
be 75, and there may be 100 good 
copywriters in the country,” said 
Mr. Reincke. 

“But this I know. We have three 
of them in this organization, name- 
ly: Wallace Meyer, C. C. Stevens 
and J. B. Kerrott.” 

Russell T. Gray, president of the 
Chicago industrial agency of that 
name, also admitted possession of 
three first-water copywriters in the 
industrial field. He said they are 
H. A. Seribner, H. H. Simmons and 
E. H. Verrall. 


All-American Staff 


H. O. Morris, of the McJunkin 
Advertising Company, Chicago, sug- 
gested that “selection of an All- 
American staff of 50 copywriters” 
would require segregation into all 
the forms of copy to which advertis- 
ing is put, with selection of compe- 
tent judges and material other prob- 
lems. 

“And after that the question of 
batting average over a given term 
(and what term) versus the bril- 
liant shooting star of short dura- 
tion,” he continued. “And after 
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November 29, 1930 


that, consideration of possibilities 
versus opportunity to show, etc., 
etc.” 

Mr. Morris said his agency not 
only has a first-rank copywriter, but 
several more that will take his place 
any time he feels like a furlough. 
It also has some newcomers of 
promise. 

He concluded by saying that Mr. 
Barton swings a mean pen himself. 

For the Chicago branch of Lord 
& Thomas and Logan, Don D. 
Peterson said that it has its share 
of top-notch talent, but prefers to 
withhold their names. 

W. K. Lamport, president of 
Lamport, Fox and Co., South Bend, 
Ind., said that his agency has at 
least two men in the top flight of 
copywriters. 

“We believe a check-up on the 
facts would be worth-while,” he 
said, “but who is going to constitute 
the board of judges?” 

John Ring, Jr., head of the St. 
Louis agency of that name, thinks 
Mr. Barton was doing a little gen- 
eralizing. 

Some Doubt Yet 

“I believe it was Heinz who 
agreed that there are oniy 57 varie- 
ties of pickles, but even this seems 
to be in dispute,” commented Mr. 
Ring. 

“We have in our organization a 
first-class copywriter in A. I. Dut- 
ton, but neither he nor I cares to 
enter a controversy on the subject. 
In the last analysis, there is no one 
to decide the question and it would 
be largely a matter of personal 
opinion.” 

C. Ralph Bennett, of the Keelor & 
Stites Company, Cincinnati, quoted 
a recent house advertisement of 
Batten, Barton, Durstine & Osborn 
as follows: 

“Of the 600 people in this organ- 
ization, almost 150 of us are ac- 
tually writing copy for printed 
space and air space.” 

“Now, I, as a copywriter,” said 
Mr. Bennett, “was just wonder- 
A 


Place Drug Account 
Franklin Laboratories, Philadel- 
phia, have appointed the Charles C. 
Green Advertising Agency, New 
York, for Clarinos, a new product 
for the relief of colds. 


WALKER ENTERS 
DISPUTE OVER 
HOTELS’ SALES 


Gives Views to Members of 
A. B.C. 


New York, Nov. 25—The board of 
directors of the Audit Bureau of 
Circulations, Chicago, failed to act 
on the treatment of newspapers’ 
hotel sales at its meeting here Fri- 
day. The next meeting of the board 
will be held in Chicago in January. 

As reported in ADVERTISING AGE 
of November 22, three newspapers 
are endeavoring to create sentiment 
in favor of treating hotel distribu- 
tion differently from ordinary bulk 
sales and including it in the net 
paid total on the first page of the 
A. B. C. report. 

Active proponents of this plan are 
Louis Wiley, business manager of 
the New York Times; E. L. Ray, 
president of the St. Louis Globe- 
Democrat, and W. H. Pettibone, 
general manager of the Detroit Free 
Press. 

F. A. Walker, chairman of the 
executive board of the New York 
Sun, is opposing this action with 
equal vigor. In a letter to members 
of the A. B. C., he commented: 


Walker’s Views 


“Whatever merit hotel sales may 
have they do not answer the A. B. C. 
definition of net paid, for they are 
not bought voluntarily, nor are they 
paid for by the ‘utimate consumer.’ 

“They are to a degree forced upon 
him. And the word ‘him’ is used ad- 
visedly, for less than 25 per cent of 
the patrons of hotels are women, and 
women do the most of the shopping, 
and so must be the ones who furnish 
the buying response. 

“I believe you will agree that 


hotel circulation, restaurant circula- 


Practically to 
the SANTA 


tic, effective. 


matter marks 


investigating. 


advertising depends 


on COLOR 


pend on color in selling to the readers 


of The Big 4 Magazines. 


So much can be told in a generous sized 
color page, and so vividly, that there is 
no need to draw on the imagination of 
your audience. Color is forceful, drama- 


The Big 4 Group offers unusual advan- 
tages in color to the advertiser interested 
in an active buying market of over half 
a million men and women. Men and 
women whose preference in reading 


in taste and whose ability to travel in 
comfortable luxury indicates the extent 
of their wealth, form a market well worth 


TheBiAGroup 
in the Quality Field 


Golden Book = World's Work 


55 FIFTH AVENUE, NEW YORK 


the exclusion of “copy” 


FE SYSTEM LINES de- 


them above the average 


Review of Reviews 


DISTINGUISHED VISITOR 


This gentleman from Germany is the product of a Berlin 
firm specializing in window display aids. He is made of wax, in 
spite of the horn rimmed glasses he affects. 
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tion, dining car circulation and va- 
rious other forms of free distribu- 
tion cannot be considered as having 
the value of that among voluntary 
purchasers of a newspaper who buy 
it and pay for it because they 
want it. 

“Moreover, the crediting of hotel 
sales to net paid circulation and 
allowing it to appear on Page 1 
of the report as such will inevitably 
lead to wide abuses. 

“When a convention is held at a 
hotel, some newspaper anxious for 
circulation may make a deal with 
the hotel proprietor to ‘purchase’ a 
generous supply of his papers and 
pay for them with ‘accommodations,’ 
and there is not an auditor in the 
world who can discover whether or 
not the deal was on the level. 


Difference to Advertiser 


“More than that, what is the dif- 
ference to the advertiser whether 
the newspaper publisher sells his 
product to the hotel proprietor and 
he distributes them free, or the pub- 
lisher gives them to the hotel patron 
direct without cost, the hotel acting 
as distributor? 

“In the latter case the publishers 
certainly could not be credited as 
having made a net paid sale, and yet 
so far as the reader or the adver- 
tiser is concerned, the result is the 


desirous only that the A. B. C. re- 
ports shall give a true picture of 
circulation and that net paid as it 
appears on the first page of the 
report shall mean net paid sales to 
voluntary purchasers. 

He concluded by asking A. B. C. 
members to sign an enclosed blank, 
asking that no bulk sales be in- 
cluded in the net paid total appear- 
ing on Page 1 of the A. B. C. report. 


Is Circulation Manager 

O. F. Byxbee has joined Interna- 
tional Trade Press, Inc., Chicago, as 
circulation manager of American 
Fruit Grower and Highway Engi- 
neer & Contractor. 


Increases Rates 
The Parents’ Magazine, New 
York, has announced a second rate 


increase, in addition to that effec-| Ch 


tive October, 1931. The new change 
is effective January, 1932. 


Southwest Farms 
Are Big Users 
of Electricity 


Washington, D. C., Nov. 28—Ex- 
tensive use of electrical power equip- 
ment on farms of the Pacific South- 
west is an important factor in mak- 
ing this region an unusually good 
market for all types of electrical ap- 
pliances, equipment, and supplies, 
according to the commercial survey 
of this section of the country com- 
pleted by the United States Depart- 
ment of Commerce. 

Approximately 30 per cent of all 
the electrically equipped farms in 
the United States in 1927 were lo- 
cated in this region which contained, 
at the time of the last census of 
agriculture, only 4 per cent of the 
total farms of the nation, the report 
reveals. 

The predominant position of the 
electricity used for agricultural pur- 
poses in this area is further evi- 
dent when compared with the fact 
that less than 9 per cent of all cus- 
tomers of light and power stations 
in the United States in 1927 were 
located here. 

Electrical power for pumping ir- 
rigation water and the power load 
demanded for this purpose has 
brought electricity to many agricul- 
tural districts and individual farms, 
it is pointed out, which would not 
otherwise be economically feasible. 
Wide extension of power lines has 
been encouraged. 

Copies of the “Commercial Struc- 
ture of the Pacific Southwest” may 
be obtained at $1.85 from the Gov- 
ernment Printing Office, Washington, 
D. C., or from any of the branch 
offices of the Bureau of Foreign and 
Domestic Commerce. 


Meigs Vice-President 
of “American Weekly” 


Merrill C. Meigs, formerly pub- 

lisher of the Chicago Herald and 

Examiner, has been appointed vice- 

president of the American Weekly, 

with offices in the Wrigley building, 
icago. 

Mr. Meigs is a former football 


LISTS PRIMARY 
DEVELOPMENTS 


New York, Nov. 25—The research 
of the American Association of Ad- 
vertising Agencies is being devoted 
largely to a determination of the 
economic stratums pierced by news- 
paper and magazine circulation, 
G. D. Shetter told the Advertising 
Agencies Group of the Advertising 
Club of New York at its November 
meeting. 

Mr. Shetter is assistant to Dr. 
Daniel Starch, director of research 
for the Four A’s. Other speakers 
were Phil L. Thomson, director of 
public relations, Western Electric 
Company, and F. W. Stone, general 
manager of circulation for the Re- 
view of Reviews. 

Mr. Shetter said that the three 
outstanding developments in adver- 
tising in the past 30 years were: 
1911. Recognition of the need of 
truth in advertising. 

1914. Establishment of the Audit 
Bureau of Circulations. 

1924. Adoption of a definite pro- 
gram of research by the Four A’s. 
“Quality circulation as indicated 
by buying power is more difficult to 
determine than mere quantity,” he 
said. “It is no less tangible, but 
the facts are less accessible.” 


A. B. C.’s Value 


Mr. Thomson said that the busi- 
ness depression has emphasized the 
value of the A. B. C., of which he is 
president. 

The new A. B. C. report, he said, 
provides information on which the 
advertiser may judge quality, as 
well as quantity of circulation. 

“In the recent past,” he concluded, 
“it was probably true that the pub- 
lisher with the greatest volume of 
circulation expected and usually got 
the greatest welcome in the office of 
the advertiser and the agency. 

“In the future, however, I suspect 
that the publisher who offers the 
same or even less circulation than 
he had a year ago, with supporting 
evidence of its superior quality and 
permanence, will be at no disadvan- 
tage. 

“Certainly discriminating buyers 
are no longer likely to put a pre- 
mium upon mere mass, and in this 
situation the importance of the A. 
B. C. report as a necessary factor 
in careful buying of advertising 
cannot be over-estimated.” 

Mr. Stone discussed methods used 
to build up magazine circulation, 
stating that the methods largely de- 
termine the quality of the circula- 
tion. 

“Tt sometimes seems to me,” said 
Mr. Stone, “that many agencies look 
upon circulation men as conspira- 
tors, trying to devise ways and 
means by which they can conceal the 
real truth about their circulation 
and methods used to obtain sub- 
scribers. 

“On the contrary, circulation man- 
agers of leading magazines are ready 
and willing to show the potential ad- 
vertiser everything they have. 

“When in doubt, invite the circu- 
lation manager in to see you. He 
understands the new A. B. C. form 
better, perhaps, than the salesmen, 
and you will find him glad to lay 
his cards on the table.” 


Plan Standardization 


of Paper Samples 

The American Paper and Pulp 

Association, New York, has ap- 

pointed a committee to work on 

standardization of sample _ books. 

The committee is now ascertaining 
sentiment on the subject. 


Fay Transfers 

After four years as sales manager 
of the United American Shoe Co., 
Francis N. Fay has become vice- 
president in charge of sales and 
merchandising for the A. G. Walton 
ee ae Boston shoe manufac- 
urers. 


Resort Has Agency 
The Five Lakes Club, summer re- 
sort of Minneapolis, Minn., and 
Spooner, Wis., has placed its adver- 
tising with Hurja, Chase & Hooker, 
Chicago. A direct mail campaign 


star of the University of Chicago. 


is under way. 
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ADVERTISING AGE 


KELVINATOR TO 
ADD THOUSANDS 
OF RETAILERS 


New Type Unit Makes Plan 
Feasible 


Detroit, Mich., Nov. 28—Thou- 
sands of new dealers will be added 


to the organization of the Kel- 
vinator Sales Corporation within 
the next few months. 

This startling statement was 


made by A. M. Taylor, director of 
advertising, in outlining the com- 
pany’s 1931 plans. 

“We have broadened, beautified 
and perfected the Kelvinator line to 
a greater degree than ever before,” 
said Mr. Taylor. 

“Among other things, we have 
added a low price unit of excep- 
tional value to create mass sales and 
meet the rapidly growing demand. 
Due to the adaptability of this 
model to community dealer han- 
dling, we have put into operation 
promotion plans looking toward the 
addition to our lists of thousands of 
new dealers within the next few 
months,” 

Mr. Taylor elaborated on this 
statement by saying that under the 
company’s distributors, the com- 
pany is entering into a dealer out- 
let field that has hitherto never 
been successfully cultivated. 


No Service Required 


This is now possible because the 
new Yukon model, listed at $159.50 
f. o. b. factory, is shipped ready to 
start work by plugging into a light 
socket. The entire mechanism is 
removable as a unit, so that dealers 
need not maintain a staff of service 
men, but turn to the nearest dis- 
tributor’s service station for service. 

The company’s fiscal year began 
October 1 and the new advertising 
contracts placed at that time con- 
stitute a larger advertising schedule 
than ever before used. 

It provides for concentration in 
leading magazines to permit the use 
of full color, with one exception, and 
to increase the size of the space 
used. 

The company has _ practically 
doubled its business paper budget, 
looking toward a greater penetra- 
tion of the commercial field. News- 
papers and outdoor advertising will 
be used, while a cooking school will 
be exploited over the ether. 

More intensified and highly de- 
veloped direct mail will be a feature 
of the 1931 program, Mr. Taylor ex- 
plained. This will be staged in con- 
nection with distributors. 

Several national sales contests 
will be conducted from headquarters 
during the year, while local distrib- 
utor contests also will be featured. 


Hold Food Conference 


A conference will be held in Grand 
Central Palace, New York, Decem- 
ber 9, under the auspices of the 
New York Food Marketing Research 
Council. Distribution problems 
raised by new freezing processes 
will be considered. 


Klan Foe Dead 


Thomas H. Adams, Vincennes 
(Ind.) editor who led the fight 
against the Ku Klux Klan in In- 
diana in 1925, died at Indianapolis 
November 22 at the age of 70. 


University Picks Agency 

Klau-Van Pietersom - Dunlap- 
Younggreen, Inc., Milwaukee, will 
use newspapers, magazines and di- 
rect mail to advertise Marquette 
University, of that city. 


Directs Mushroom Sales 


Tom Hebert, formerly with the 
Royal Baking Powder Co., has been 
made sales manager of the Ameri- 
- oo Companies, Inc., New 

ork. 


Caples Company Moves 

The Caples Company, New York, 
has occupied new quarters at 230 
Park Avenue. 


Albert M. Taylor 


British Fight 
for Home Market 
on Canned Goods 


London, Nov. 28—The most seri- 
ous challenge yet offered by British 
interests to the dominant position 
held for so long in the British home 
market by American canned fruits 
and vegetables comes from a new 
enterprise named British Canners 
Ltd. This organization is sponsored 
by the Cadbury family, the famous 
concern in the British cocoa trade. 

British Canners Ltd. has been 
planned on ambitious lines. The 
plan covers the entire chain of oper- 
ations from the growth of the 
produce to its arrival on the family 
table. 

The concern will control a cen- 
tral marketing organization, handle 
the packing in its own factory, and 
distribute the products through its 
own direct sales organization to 
wholesale and retail outlets. In dis- 
pensing absolutely with brokers as a 
primary medium for distribution, 
British Canners Ltd. is breaking 
new ground in the canned foods 
trade in Great Britain. 

The brand name chosen for the 
products of this new enterprise is 
“Merrie England”. Standardization 
in four sizes of cans has _ been 
agreed upon. A _ nation-wide dis- 
tribution-drive is now in progress, 
and some arresting display material 
has been prepared. National adver- 
tising on an impressive scale will 
commence early next year. 

A strong feature is to be made of 
the all-British character of the en- 
terprise at every point. The produce 
itself, the sugar, and the cans are 
to be home-produced, and the goods 
are to carry the National Mark as 
a guarantee on this score. 


Philco to Sponsor 
Army-Navy Contest 


James M. Skinner, vice-president 
of the Philadelphia Storage Battery 
Co., maker of Philco radios, has 
negotiated the donation, by his com- 
pany, of upwards of $150,000 to the 
Salvation Army, for the relief of 
the unemployed. 

This gives Philco the exclusive 
rights to broadcast the Army-Navy 
football game, on December 13, pro- 
ceeds of which will be devoted to the 
unemployment fund, over the com- 
bined networks of the Columbia and 
National. The donation is the larg- 
est single one for the game. 

In addition to the cash donation, 
Phileo will devote a portion of its 
national and local radio advertising 
space to promote the national cam- 
paign for funds for employment re- 
lief. It is also donating 1,500 radio 
sets, valued at more than $100,000, 
to be sold through co-operation with 
retailers and distributors in every 
state for the benefit of the Salva- 
tion Army. 


Capper Game Dec. 6 

The annual benefit football game 
originated in 1920 by Senator Ar- 
thur Capper, publisher of the Cap- 
per Publiations, will be played at 
Topeka, Kan., December 6. 

Proceeds will go to the Capper 
fund for crippled children. Selected 
teams will play. 


AFTER NEW DEALERS ! 


Sales Schools 
Emphasized in 
I.B.M. Success 


New York, Nov. 28—Educational 
activities of International Business 
Machines Corporation are respon- 
sible in part for making the com- 
pany’s 1930 profits the largest on 
record, Thomas J. Watson, presi- 
dent, stated today. 


Mr. Watson announced the gradu- 
ation of 70 students from the tabu- 
lating machine division sales school 
at its Endicott, N. Y., plant. These 
men are 1930 college graduates from 
the United States, Germany, Eng- 
land, Austria, Mexico and Canada, 
and have been receiving preliminary 
field training since last June. 

The number of men receiving in- 
struction courses in the company’s 
schools during 1930 is thus increased 
to more than 300, compared with 
160 graduated in 1929. These schools 
include the tabulating machine divi- 
sion, international time recording 
division and Dayton scale division 
sales schools. 

In addition, the company operates 
district schools, permanent schools 
for machine operators in New York 
and Chicago and frequent machine 


operators’ schools in other cities 
throughout the world. 

“The increase in our educational 
activities this year was part of the 
extra effort exerted by our whole 
organization to surpass our record 
1929 year and this effort has re- 
sulted in a new record for 1930,” 
Mr. Watson said. 


Gardner Adds Nix 

Edward D. Nix has joined the St. 
Louis office of the Gardner Advertis- 
‘ng Company. The agency also an- 
nounces acquisition of the Gerber’s 
Strained Vegetables for babies 
account, a product of the Gerber 
Products Division of the Fremont 
Canning Company. 


Agency in Brooklyn 
The Green-Brodie Company, New 
York, has opened a branch office in 
the Williamsburg Savings Bank 
Building, Brooklyn, in charge of 
James J. Aldewereld. 


Auger Leaves New York 

Donald G. Auger has severed his 
connection with the J. Walter 
Thompson Co., New York, to join 
the Campbell-Ewald Co., Detroit. 


Place Show Copy 
Cutajar & Provost, Ine., New 
York agency, will handle the cam- 
paign for the 1931 Motor Boat 
Show in that city. 


Kuppenheimer to 
Broaden Market 


B. Kuppenheimer & Co., 
Chicago clothing manufactur- 
ers, have announced a new line 
of men’s clothing to retail at 
$35 a suit. For a number of 
years the $50 group has rep- 
resented the company’s lowest 
price range. 


Pinkham Passes On 


James B. Pinkham, executive 
secretary of the New York State 
Publishers’ Association, succumbed 
to heart disease in Syracuse Novem- 
ber 25 at the age of 56. 


Has Resort Account 
Staniey E. Gunnison, Inc., New 
York, is releasing a campaign for 
the Development Board of Nassau, 
Bahama. Newspapers and maga- 
zines will be used. 


Post, Cereal Magnate, Dies 

Willis H. Post, age 76, director 
and former European manager of 
the Postum Cereal Company, died 
at Battle Creek Thanksgiving Day. 


Wheatley Is Dead 
E. A. Wheatley, 62, advertising 
man and author of Chattanooga and 
New York, died November 25 at his 
home in Chattanooga. 


No. 38 of a Series 


Whither Away Now, 
Dear Mama? 


‘And what are you doing with the suit- 
cases and trunks, Mama?” 

“We are moving again, dear child. Papa 
has been transferred to Terre Haute.” 


One year, Terre Haute; the next year, 


Waco; the next, Roanoke. 


They are not hobos or bindle stiffs or 
even tin-can tourists — these travelers we 
speak of. They are respectable and earn- 
est and ambitious young people working 


for big corporations. 


Grace Neis Fletcher in December 
Scribner's writes about this new wandering 
tribe, whose children learn geography from 
the window of a railroad train, and whose 
family head is a puppet on a string manip- 
ulated by some one in a New York office. 
The article is ““Home Is Where the Job Is” 


And the matter of the future of the job 


is tied up with the further concern that 


there are not jobs enough to go around. 
Mrs. Fletcher’s young men are afraid to 
pick up the paper in the morning for fear 


their firm has merged and he is out of a 


job. Royal Wilbur France in another Decem- 
ber Scribner's article asks “Why Hard 
Times?” and offers a solution of the 


Mr. France, distinguished economist, 


and gives a vivid picture of this new phase 


of our business life. 


sketches in the well-known background of 
depression and then gets down to practical 
ways of solving It. Coming at this time, it 
is a paper of importance, an attempt to 
bring something more than theory and con- 
jecture to a situation which needs hard think- 
ing and definite planning if any ever did. 


DECEMBER 


SCRIBNER’S 


THE AMERICAN NEWS COMPANY HAVE ASKED FOR 4,000 ADDITIONAL COPIES 
OF THE CHRISTMAS SCRIBNER’S, MAKING THE GRAND TOTAL OF 42,000 COPIES 
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The Value of Circulations 


While the Association of National 
Advertisers has gone on record in 
favor of lower rates for advertising 
space, we have a hunch that the 
association and its members are not 
so much concerned with the price 
of space as with the value of cir- 
culations. That is a horse of a 
somewhat different color. 


In other words, if we measure the 
sentiment of advertisers correctly, 
they have a feeling that circulations 
in some cases have exceeded the 
figure indicated by the requirements 
of the market served, from the 
standpoint of coverage. Increased 
circulation at a correspondingly 
bigger rate thus becomes an unnec- 
essary burden. 


While advertisers would be in- 
clined to deny that they have been 
responsible for the great increases 
in circulations which have been the 
phenomenon of this mass-production 
age, it is certain that they have 
encouraged them through the re- 
wards given to circulation leaders. 
In many cases, it is true, circulation 
leadership has been accompanied by 
editorial quality and undeniable 
reader interest, but the tendency has 
been to put circulation first. 


That advertisers and their agents 
are alike putting on the brakes and 
asserting officially that the boom 
market for circulations has gone far 
enough is at all events a significant 
development. If buyers of space are 
going to get down to fundamentals 


and demand evidence of value in 
the increased circulations which 
they are now asked to purchase, it 
will put advertising economics on a 
much sounder basis. 


The research manager of a large 
publishing house, who has been call- 
ing on a large number of national 
advertisers during the past few 
weeks, said the other day that there 
is no doubt of the increased interest 
of advertisers in the general subject 
of circulation values. 


“If a publication has shown a big 
gain in circulation,” he explained, 
“the advertiser is very likely to be 
quite interested in the reasons for 
it and the manner in which the addi- 
tional circulation was obtained.” 


We think it is a healthy sign for 
advertisers to be concerned with 
something more than the volume of 
circulation, and to want to know as 
much as possible about its value. 
That factor is measured by reader 
interest, and reader interest is based 
on editorial quality—quality in this 
sense meaning the skill with which 
the editor is serving the particular 
group included in the circulation of 
his publication. 


Delving into circulation values, 
coupled with intelligent analysis of 
market requirements, from the cir- 
culation standpoint, ought to give 
national advertisers a much better 
grip on the profitable direction of 
their expenditures in 1931. 


eh 


What Is Advertising News? 


ADVERTISING AGE, the National 
Newspaper of Advertising, is grad- 
ually giving the advertising field a 
new conception of news. 


For some strange reason “news” 
has been defined heretofore by a lot 
of people, including some members 
of the advertising press, as para- 


graphs relating to personnel and_ 


agency account changes. This is 
news of a sort, it is true, but it 
belongs in the same category with 
the innocuous items carried in the 
“Personals” column of a country 
weekly. News as seen by ADVERTIS- 
ING AGE is something of a far more 
significant and vital character. 


Ever since we have been serving 
the field, we have been printing ex- 
clusively news stories that have 
been not only interesting, but impor- 
tant; news that has carried a 
“punch” because it has meant some- 
thing to those who buy and use 
advertising. 


When the American Medical As- 
sociation decided to set up a plan 
for the supervision of food adver- 
tising, that was news. 

When the Federal Trade Commis- 
sion dismissed the charges of con- 


spiracy against the Four A’s and 
newspaper associations, involving 
the agency commission system, that 
was news. 


When the Association of National 
Advertisers started its discussion of 
the newspaper differential, that was 
news. 


When the Coca-Cola Company re- 
ported the results of its dealer sur- 
vey, indicating the relative impor- 
tance of various classes of dealers, 
that was news. 


When the W. A. Sheaffer Pen 
Company originated a brand-new 
idea for using color in newspaper 
rotogravure sections, that was news. 


When the Outdoor Advertising 
Association decided to put on a na- 
tional campaign for farm products, 
without charge, that was news. 


All of these stories appeared first, 
most of them exclusively, in ADVER- 
TISING AGE. Along with the per- 
sonal items, significant news will 
continue to appear in this publica- 
tion, and it will continue to be here 
first. 


ADVERTISING AGE is the National 
Newspaper of Advertising. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


185. The Great 
Agriculture. 
This reprinted article by Charles 
F. Collisson, agricultural editor of 
the Minneapolis Tribune, is replete 
with figures on total farm income in 
Minnesota, Montana and the Dako- 
tas, which has increased 71 per 
cent in the past 8 years. Income 
per farm has increased 70 per cent. 
This expert tells why. An unusual 
feature is the comparison of farm 
prices with commodity prices. The 
reprint is accompanied by an A. N. 
P. A. Standard Market Survey Form 
of Minneapolis, also published by 
the Minneapolis Tribune. 


186. Steel—Basic to Industry. 

Everybody knows that steel is one 
of the great basic industries, but 
few know why. The Penton Pub- 
lishing Company gives the facts in 
readable fashion in 32 pages. It 
also tells how this 17 billion dollar 
market is divided. 


187. A Pictorial Survey of the Ho- 
tel and Restaurant Markets. 


Two big sections of the enormous 
institutional market are here pre- 
sented in interesting style in a 36- 
page booklet. The contents include 
number and distribution of hotels 
and restaurants, buying methods, 
sales methods, etc. Issued by the 
Ahrens Publishing Company, New 
York. 


188. A Market Analysis of the Res- 
taurant Industry. 


This 32-page booklet is announced 
for publication December 15, 1930, 
and will contain information on the 
three sections of the restaurant mar- 
ket—dining-rooms, kitchens and food 
supplies, with details as to the mar- 
ket for each product. Patterson Pub- 
lishing Company, Chicago. 


178. The Big Little 
Nebraska. 


The sub-head of this booklet is- 
sued by the Nebraska Farmer is 
“Where a million-dollar retail vol- 
ume is average for a town of 840 
people and 80 per cent of that vol- 
ume comes from the farmers.” 

The booklet analyzes sales in 
every Nebraska town of importance, 
dividing them into local sales and 
volume derived from farmers’ buy- 
ing. The total business is further 
divided into commodities, which 
gives every manufacturer the op- 
portunity of figuring potential sales 
of his product. 


Come-Back of 


Towns of 


179. How Many Architects? 


The question is asked and ans- 
wered by Architecture in a folder 
which tells the story. The point is 
that there are less than 12,000 prac- 
ticing architects, representing close 
to a 3 billion dollar market. Thus, 
“the largest industry in America 
(excepting only agriculture) can be 
blanketed at an absurdly low cost.” 


180. A Man, a Black Panel, a Steel 
Spire. 

Columbia Broadcasting System, 
Inc., is now the largest single net- 
work in radio, according to this 
folder from that company. Columbia 
paints the radio picture with broad 
strokes and pokes a little fun at 
the man who insists that the new 
baby stand still long enough to be 
measured. 


182. The Church Builder. 

An annual supplement published 
by the Christian Herald, New York, 
for the guidance of architects, con- 
tractors, church planning commit- 
tees and all advertisers of building 
materials and equipment desirous of 
selling the church market. Included 
in the 72 pages are photographs, 
plans and specifications of many 
of the newest and finest church 
buildings. 


AN ARGUMENT FOR GARTER 
MANUFACTURERS 


The man who could never keep his socks up goes to 


Heaven. 


Voice of the Advertiser 


The Strange Case 
of Charley Cigarette 


To the Editor: Every month we 
send you a copy of “Holograms,” 
produced for the Holophane Com- 
pany, Inc., by yours truly. 

Every month you fail to glean 
any sparkling paragraphs from it 
for ADVERTISING AGE. 

I know your editors have a sense 
of humor of their own, and that 
Copy Cub produces paragraphs I 
wouldn’t be ashamed of myself. 
(Don’t ask a writer for higher trib- 
ute than that.) Still, when you 
could quote me free of charge every 
month, doesn’t it seem strange that 
you’ve never taken note of “Holo- 
grams” even once? 

The November issue is enclosed. 
You’ve done some joking of your 
own on Cyrus H. K. Curtis’ change 
of heart regarding cigarettes, but 
it wouldn’t hurt you to read “The 
Strange Case of Charley Cigarette,” 
and see how somebody else conducts 
a kidding match. 

Please paste this in your hat and 
mail the hat to your editorial de- 
partment. 

RUSSELL P. ASKUE 
New York Mgr., 
Foster & Davies, Inc. 


* * * 


Much More Than An 
Account Executive 


To the Editor: ADVERTISING AGE 
of November 1 carried a story on 
the new Coty men’s line. 

While far from being a stickler 
for titles, I believe, for the sake of 
accuracy, it would have been better 
to refer to me other than as an 
account executive of the Frowert 
Company. 

Otherwise, the story was well- 
conceived and comprehensive. 

W. B. NEUBURG 
PRESIDENT, Percival K. 
Frowert Co., New York 


* * * 


Not So Weak 


To the Editor: I am constantly 
meeting old friends in your pages, 
either paragraphically or pictorially 
speaking. 

As I am dictating this letter, I 
am looking at the splendid likeness 
of my dear friend, who is not a whit 
less a dear friend of my wife, who 
was also in advertising for a great 
many years and is a writer today. 

I am referring to that splendid 
woman in advertising, that fine 
character, that capable person, the 


secretary, part owner and director 
of the John Budd Company. 

What a peach of an Irish girl she 
is! Who dares call it the weaker 
sex? She has done and is doing a 
mighty fine job. We are proud to 
know her. I refer to Mary M. 
Crowley. 

Otto N. FRANKFORT 
General Sales Mgr., Story & Clark 
Radio Corp., Chicago 


* * * 


A $200,000 Minimum 

To the Editor: The November 8 
issue of ADVERTISING AGE stated 
that Young & Rubicam handle the 
National Pickle Packers account 
and that $50,000 will be spent in 
advertising. 

This gives the impression that the 
National Pickle Packers Association 
is a general account of Young & 
Rubicam. Such is not the case. 

The association is using Radio 
Household Institute. Young & Ru- 
bicam own and operate the Radio 
Household Institute. The Institute 
is free to handle accounts which are 
not general accounts of Young & 
Rubicam. 

The policy of Young & Rubicam 
is to restrict its clientele and to take 
no general accounts of less than 
$200,000. 

JOHN ORR YOUNG 
Vice-Pres., 
Young & Rubicam, New York 


* *” ™ 


Here’s One Hotel Which 


Believes in Advertising 
To the Editor: Please tell me 
why your reports of the A. N. A. 
convention in Washington contained 
no reference to the Wardman Park 
Hotel, in which the entire conven- 
tion was housed and in which all of 
the meetings were held. 
F. RoGER MILLER 

Vice-Pres., Wardman Park Hotel, 

Washington, D. C. 


* * ™ 


Defining Authority of 


Federal Trade Commission 

To the Editor: We were much 
interested in the story in ADVERTIS- 
ING AGE headed, “Is Misleading 
Copy Unfair Competition?” 

Being one of many publishers 
greatly interested in the question of 
the authority of the Federal Trade 
Commission, we believe it will be 
greatly appreciated if you will keep 
your readers informed of develop- 
ments. 

W. W. GEORGE 
Mgr., Adv. Dept., Richard K. Fox 
Pub. Co., New York 
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ADVERTISING AGE 


Stedman Promoted 


After a year as advertising man- 
ager and assistant sales manager of 
the carpet division of the Collins & 
Aikman Corp., New York, William 
M. Stedman has been appointed 
sales manager of that division. 

C. J. Carter has become general 
field manager, a new position. 

R. L. MeMillan has become adver- 
tising manager and assistant to Mr. 
Stedman. 


William Kettner Dead 


William Kettner, former con- 
gressman and a widely known mem- 
ber of the Advertising Club of San 
Diego, Cal., died in that city re- 
cently. 

In 1929, Mr. and Mrs. Kettner 
represented the club at the Berlin 
convention. 


No. 21 


IN A SERIES OF 
Information Bulletins 


ON THE ARCHITECTURAL PROFESSION 


AN you, who are about to 
build, answer the follow- 

ing questions? 
What kind of contract, and 
with whom do you sign? 
What permits are necessary 
before you start? 
How do you pay your con- 
tractor? 
Who carries insurance on a 
building under erection? 
Who is liable if a passerby is 
injured? 
Can you penalize a builder for 
not completing the job on 
time? 
Who pays for water used dur- 
ing construction—for heat— 
for light? 
The architect is your technical 
adviser in all such matters as 
these, conducting you through 
a maze of legal and structural 
procedure. He is no more a 
luxury than is a guide in the 
Swiss Alps. 


We have put some facts of 
this kind into a little booklet, 
“This Man, the Architect.” 
We shall be glad to send a 
copy of this upon request, 
without charge, to anyone 
who is interested. Please en- 
close a self-addressed stamped 
envelope. 


oie dusted Med 


Publishers of 


ARCHITECTURE 


— the professional journal—and 


of books on architecture 
A member of the National Shelter Group, the 
Audit Bureau of Circulations and the Associated 
Business Papers, Ine. 


! 

’ CHARLES SCRIBNER'S SONS } 
! 597 FIFTH AVE., NEW YORK J 
Please send without charge a copy of ie 
‘This Man the Architect’ } 
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NEW BUILDING 
IS ‘UNVEILED’ 
IN ST. PAUL 


36,000 Inspect Beauty Shrine 
in Three Days 


St. Paul, Minn., Nov. 22.—What a 
comparatively few dollars well spent 
can do was demonstrated here re- 
cently when the new Cinderella Cos- 
metics Building was opened to pub- 
lic inspection. In three days more 
than 36,000 people jammed the 
structure to see what is said to be 
the most unique manufacturing 
structure in the country. 

The “cost” of reaching this vast 
group was less than ten cents each. 
It represented advertising in news- 
papers and over the air as well as 
a tea which was tendered to the club 
women of the Twin Cities. 

J. L. Sinykin, head of the Cinde- 
rella company, said of the opening: 

“We feel proud of having what we 
consider the most unusual manufac- 
turing building in the United States. 
It was erected under the personal 
supervision of Werner Wittkamp, 
Germany’s outstanding modernist, 
who won fame in Hollywood by cre- 
ating the sets for ‘Sunrise,’ the 
prize-winning picture of the year. 
Publicity helped us put the building 
‘over’ in a most gratifying way.” 


Awaiting the Moment 


Two days before the opening of 
the Cinderella building the structure 
was completely covered with a can- 
opy which carried the announcement 
that Claire Windsor, Hollywood star, 
would unveil the structure the fol- 
lowing Monday. At the appointed 
time 10,000 people thronged the 
street and while waiting were enter- 
tained with music and chatty com- 
ment on personalities over an ampli- 
fying system especially installed for 
the event. 

Promptly at nine o’clock the cur- 
tain was drawn aside, the giant 
floodlights which bathed the building 
turned off and the lights within the 
structure turned on one by one. As 
those of the multi-colored glass 
tower were reached a display of fire- 
works was released from the roof. 
The tower lights were permitted to 
fade through the smoke and colored 
fire until it stood revealed by itself. 

Following this, the doors were un- 
locked and the building formally 
dedicated by the breaking of a giant 
bottle of perfume across the door- 
handles. Owing to the inclement 
weather, the remainder of the pro- 
gram was carried on indoors. While 
only about 3,000 people could be 
jammed into the building, several 
thousands stood in the rain to hear 
talks by both mayors of the Twin 
Cities, Claire Windsor, Mr. Sinykin 
and state and city officials. 


Instruction in Make-up 


One interesting feature is the Cin- 
derella Atelier. This is a room just 
large enough for two especially de- 
signed beauty chairs. Here, women 
are made up without cost. In ex- 
plaining his reasons for this room, 
Mr. Sinykin said: 

“Tt is surprising how many women 
do not know how to use cosmetics. 
They dab a bit of rouge here and 
a touch of powder there and consider 
themselves beautified. But cosmetics 
go beyond that. They must be made 
to accentuate the weak points of 
facial construction and reduce objec- 
tionable highspots. 

“They must be attuned in shade 
and color to the personality of the 
wearer and must not be used as 
‘make-up’ in the sense of the the- 
atrical method. If we can teach the 


1 correct use of cosmetics womenkind 


and the industry will benefit.” 


No Sunday Paper 


Suspension of the Sunday edition 


] of the Tucson (Ariz.) Citizen has 


been announ The paper will be 


published evenings except Sunday. | be 


a ________ = = 


ONE OF THE TWO CINDERELLA WINDOWS 


I.G.A. Is Seonnd 
Largest Chain, 
New Book Says 


The Independent Grocers’ Alliance 
of America, with headquarters in 
Chicago, is now the second largest 
food chain in the country, according 
to a booklet issued by the organiza- 
tion. The book, “Courage to Face 
the Truth,” is from the pen of J. 
Frank Grimes, president. 

Mr. Grimes reports that the I. G. 
A. is now exceeded in volume of 
business only by the Atlantic & Pa- 
cific Tea Company. 

The I. G. A. has been organized 
in 36 states, with from 1 to 250 
stores in 2,870 towns. Its 1929 vol- 
ume exceeded 526 million dollars. 
Its single purchase orders included 
500 carloads of salt, 100 carloads of 
sliced peaches, 100 carloads of toilet 
paper, 65 carloads of matches, etc. 

In single national one-week sales, 
I. G. A. stores have sold 4,600,000 
pounds of candy; 1,300,000 pounds 
of a new brand of coffee, 150 car- 
loads of macaroni, etc. 

The organization is spending 
$390,000 monthly in local advertis- 
ing alone and has now added radio 
and magazines. This has been done, 
the book emphasizes, without any 
additional cost to members. 

Mr. Grimes describes the I. G. A. 
as the only organization of its kind 
offering a complete buying, mer- 
chandising and advertising service. 

The book denies that the I. G. A. 
is eliminating national brands, al- 
though it states that “on most of 
the nationally advertised brands no 
savings of consequence are being 
made.” 


Start New Paper 

Announcement of the incorpora- 
tion of Architecture & Decoration 
Publishing Company, 247 Park Ave- 
nue, New York, has been made by 
Harry V. Anderson, president and 
general manager. 

The company will publish Interior 
Architecture Decoration, a monthly. 
Gustave Peterson, formerly man- 
ager of Heating & Ventilating Mag- 
azine, is vice-president and treas- 
urer, and Carl Mass, formerly editor 
- Good Furniture, is secretary and 

itor. 


Standard Brands Will 


Make Advertising Film 

. S. Renfrow, of Standard 
Brands, Inc., New York, is in Holly- 
wood, Cal., to direct the making of 
a feature talking picture for the 
company. 

A large number of film celebri- 
ties will take part in the picture, to 
be made by Metropolitan Sound 
Studios with the Western Electric 
recording system. 


Gets Lotion Account 
The E. L. Patch Company, Boston, 
has appointed Redfield-Coupe, Inc., 
New York, to direct the a 
of Nepto lotion. Newspapers wil 


New Shopping Guide 


Starts in Seattle 

Seattle’s third free circulation 
advertising paper, the Shopping 
Guide, has been launched in that 
city. It will be published every 
Thursday, in common with Shop- 
ping News and Buyers Guide, its 
competitors. 

The Washington-Piggott Printing 
Company is the publisher, with 
L. E. Parks, for many years with 
the Post-Intelligencer, in charge of 
classified. J. M. Finley and How- 
ard R. Smith are others interested. 


Two for Fairfax 

The H. W. Fairfax Advertising 
Agency, New York, has been ap- 
pointed to handle the advertising of 
the Central Park Casino and the 
lamp division of the Keene Chem- 
ical Co., manufacturer of the Palm 
Beach sun lamp. 

Magazines and newspapers will 
be used in both instances. 


Pabst Reports 
Big Increase In 


Cheese Sales 


Milwaukee, Wis., Nov. 28—The 
Pabst Corporation got more than its 
share of business in 1930, a survey 
just completed indicates. The com- 
pany released an enormous news- 
paper campaign during the last six 
months. 

American cheese eaters consumed 
60,000 pounds more in 1930 than in 
1929, according to the Pabst figures, 
released by Fred Pabst, Sr. The 
company made an increase of 59 
per cent in one of its brands for the 
fiscal year ended October 31. 

An 18 per cent gain in malt sirup 
sales was made by the company 
against a somewhat lower gain for 
the field. Its ginger ale sales showed 
a gain of 546 per cent, and near 
beer sales for the year will be about 
normal. 

W. R. Greenlee is advertising di- 
rector of the company. 


RUPERT AY THOMAS 


Don’t Forget the 
Architect 


If your product is specified 
architects—or if it should Ra 
it will pay you to give careful 
thought to the architectural end 
of your advertising. 


Continue your consumer cam- 
paign full swing—but don’t pass 
the architect by as being “cov- 
ered” by one lone paper in a 
miscellaneous trade paper 
schedule. 


We would like to tell you how 
we handle campaigns and what 
they have accomplished for lead- 
ing companies whom we serve. 


Rupert Thomas, -4dvertising 
11 W. 42nd St., New York 


An agency specializing in build- 
ing materials and equipment 


all advertisers: 


worth-while restaurants. 


List of general jobbers. 


know what this means.) 


Also publishers of American 


ent 


List of specialty jobbers. 
List of new restaurants—issued monthly. 


Complete plan and copy service in cooperation with 
advertisers or their agencies. 


Surveys and market analyses of specific products, 
And other special services. 


It is our pleasure to cooperate in every way possible with 
advertisers and prospective advertisers. (Our advertisers 


What Does Merchandising 
Cooperation Mean? 


W ws us it means doing everything possible to produce 
profitable sales for our advertisers. 


Advertising in The American Restaurant Magazine carries 
with it a comprehensive program of merchandising coop- 
eration. Here are some of the services which we offer to 


The use of our subscription list for direct mail adver- 
tising with a nominal charge for addressing. 


Additional mailings to a list of more than 30,000 


List of chain restaurants with buying headquarters. ° 


“he AMERICAN 


RESTAURANT 


MAGAZINE 
Published by 


Patterson Publishing Company 


5 South Wabash Avenue, Chicago 


Resorts, a monthly magazine 


devoted exclusively to the operation of all types of resorts, 
dude ranches, permanent camps, country clubs, and similar 
erprises. 
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Regulation 
Outdoor Panel 
Used by Church 


Detroit, Mich., Nov. 28.—The Rev. 
Hazen G. Werner, pastor of the Cass 
Community Church, believes that the 
conventional, modest “Strangers Are 
Welcome” legend that adorns the 
average church is about as enticing 
as the ubiquitous “Tables for La- 
dies” sign on the front window of 
Greek restaurants. 

So Dr. Werner had Walker & Co., 
outdoor advertising experts of this 
city, install a regulation outdoor 
structure on the church property. 
This weekly message is _ supple- 
mented by newspaper advertising 
and direct mail in the form of brief 
mimeographed announcements. 

The advertising pastor began with 
120 church members. The advertis- 
ing has helped him add 460 others. 
To the week-day educational meet- 
ings come 1,000 persons every week. 

At first, Dr. Werner used only a 
few lines on the outdoor panel, such 
as “It Will Make a Difference,” 


“Honest, You Could Come,” “A 
Church Like the Church Back 
Home,” and “Here’s the Church, 


You’re the People.” 

After he had gained a following, 
he elaborated and advertised coming 
features. Just now, for instance, the 
poster is telling of a “young married 
couple’s night” to be held shortly. 

Walker & Company were unable 
to deliver the weekly poster recently 
because of a rush of business, and 
pasted a blank sheet on tht struc- 
ture. Scores of persons called the 
church to see if this meant a cancel- 
lation of services. 


Revive “Everybody’s” 
Everybody's Magazine, New York, 
which discontinued publication about 
a year ago, will be revived by Al- 
fred Cohen, who has purchased the 
name from the Butterick Publishing 


Co. 
Editorial policies will be 
rounced in the near future. 
Mr. Cohen is chairman of the 
board of Screenland, Inc., and is 
publisher of the Quality Publica- 
tions, Inc. 
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Oil Company 
Gives Quarter 


to Each Product 


San Francisco, Cal., Nov. 20—The 
Associated Oil Company not only 
broke away from the beaten path in 
its 1930 advertising, but it has been 
unusually successful in merchandis- 
ing the advertising to employes. 

The company -broke its 1930 ad- 
vertising into seasons. For the first 
three months of the year, all me- 
diums were concentrated on copy 
for Associated-Ethyl gasoline. 

For the next quarter, the same 
mediums were employed exclusively 
to extoll Cycol oil. From July to 


Give the staff the 


NEW S— 


next year 


Everyone in your office needs Adver- 

tising Age—The National Newspaper 

of Advertising —because every adver- 
tising man wants to know what's new in 


advertising. 


Here’s an idea—write down the names 
of your staff-on a sheet of paper, make 
out your check for as many dollars as 
there are names—send it to Advertising 


Age. 


We will send every recipient a little 
card telling about your gift and why it 


was made. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
537 South Dearborn Street 


CHICAGO 


September, every gun was used in a 
barrage for straight gasoline, and 
for the last three months of the 
year, the company is employing the 
dominant position of Associated in 
sports broadcasting, with football as 
the chief vehicle, to promote sales of 
all its products. 

Appropriate stationery was used 
for each period. The slogan for the 
current advertising or some other 
feature of the campaign, was pre- 
sented in the stationery. One letter- 
head carried the line, “Get Associ- 
ated with Ethyl.” Another urged 
both employes and the public to 
“Have Faith in Cycol.” 

Some of the company’s billboard 
advertising is béing featured on let- 
terheads during the last phase of 
the campaign. 

Harold R. Deal is advertising 
manager of the company, whose ac- 
count is handled by Lord & Thomas 
and Logan. 


New Edition of 


“Directory of Directors” 


The 22nd annual edition of the 
Directory of Directors in the City 
of New York has been issued by 
J. J. Little & Ives Company, New 
York. 


The directory contains an alpha- 
betical list of directors or trustees 
having New York City addresses, 
followed by the names of the com- 
— with which they are affili- 
ated. e 


The list is largely limited to those 
having at least one directorship in 
a company located in New York and 
capitalized at $25,000 or over. 


The name of the company with 
which each director is most closely 
associated is given in all cases where 
the facts were obtainable. 


The second part of the book con- 
tains selected lists of corporations 
in banking and insurance, alphabet- 
ically arranged, accompanied in each 
case by the names of the company’s 
principal officers and all its direc- 
tors or trustees. 


Muller Forms Service 


Charles G. Muller is managing 
director of Associated Writers, Inc., 
formed in New York to aid adver- 
tisers and agencies. Mr. Muller has 
been with Printer’s Ink. 

Associated with him are Howard 
W. Dickinson, formerly vice-presi- 
dent of the George Batten Com- 
pany; Rachel Dunaway Cox, asso- 
ciated with Gene Howe for several 
years; Sydney Greenbie, president 
of the Floating University and lec- 
turer; 

Leonard Hatch, magazine and 
newspaper writer; James Rorty, 
formerly account executive with H. 
K. McCann Company and Batten, 
Barton, Durstine & Osborn, Inc.; 
Webb Waldron, copy writer for Mc- 
Graw-Hill; Janet Fox, editorial 
writer for Butterick and McCall; 
M. K. Wisehart, writer for Amer- 


ican and Red Book. 


Why Novelist 
Would Fail As 
Copy-Writer 


New York, Nov. 20—The success- 
ful novelist is not likely to be a good 
advertising copywriter and the copy- 
writer who avails himself of the 
novelist’s tools will fail. 

This is the interesting theory ex- 
pressed in “Copy Technique in Ad- 
vertising,” in which R. W. Surrey 
makes the difference clear. One of 
his points is this: 

“Advertising, as a rule, aims at 
an effect that is the exact opposite 
of literature. Instead of taking you 
out of your world and creating an- 
other a long way off where complete 
strangers are made real to you in 
a daily life that—for the time, at 
least—is more interesting than your 
own (so that you forget your own 
circumstances), a good advertise- 
ment aims at intensifying your own 
life.” 

Mir. Surrey offers this as a sound 
advertisement: 

“Suppose some artist were to 
paint your rooms as pictures, right 
as they are at this moment. ‘Well,’ 
you say, ‘there are a few things I’d 
like to do to them first. A chaise 
longue for the empty corner in the 
living room. New hangings in the 
bedrooms. And the floors! They’d 
probably show up as monotonous 
areas of yellowish brown.’” 

It is a good piece of copy, the 
author says, because it starts the 
reader’s imagination working into 
his world, not owt of it. 

The volume is from the press of 
the McGraw-Hill Book Company. 


Cover by Phillips 


Considerable comment has_ been 
attracted by the use of a Coles 
Phillips cover in the December issue 
of College Humor. Mr. Phillips died 
several years ago, and this is one 
of the last pictures he painted. 

The painting was purchased from 
the agent who handled Mr. Phillips’ 
work, and its posthumous publica- 
tion was of special interest to ad- 
mirers of the artist. 


Editor Honored 


Roy V. Wright, managing editor 
of Railway Age, New York and 
Chicago, was elected president of 
the American Society of Mechanical 
Engineers by mail ballot. He will 
be installed at the annual meeting 
in New York December 1-5. 


Is Style Editor 


Harold Jaeger has been appointed 
men’s style editor of Coliege Humor, 
Chicago. He will make his head- 
quarters in the New York office. He 
has been previously with the adver- 
tising department of Bauer & Black, 
Chicago. 


Forget Volume, 
Go After Profit, 
Urges Expert 


Providence, R. I., Nov. 28—“Selec- 
tive marketing” was the remedy 
offered for higher selling costs by 
John Hall, research expert of the 
United States Department of Com- 
merce, in addressing the New Eng- 
land Manufacturing and_ Silver- 
smiths’ Association. 

“The experience of a paint manu- 
facturer is in point,” said Mr. Hall. 

“This concern made a study of the 
cost of each sales visit. As a result 
of this study it was decided that ac- 
counts which did not show purchases 
over $600 per annum were unprofit- 
able. 

“On the basis of this standard, ap- 
proximately 50 per cent of the ac- 
counts were dropped. As a result of 
the restriction of sales territory and 
a reduction in lines, the net sales of 
this concern decreased 33 per cent. 
However, after a trial of three 
years, the net profits had increased 
35 per cent. 

“In view of these facts, it is be- 
lieved that even a slight reduction 
in the average size of the order cre- 
ates a very distinct problem of dis- 
tribution. Furthermore, the fact 
that a large percentage of your total 
number of orders is probably much 
below the $54 average suggests the 
necessity of your individual and co- 
er consideration of this prob- 
em.” 

The total sales of 120 manufactur- 
ing jewelers for a six-year period 
ending in 1929, Mr. Hall said, 
amounted to $200,000,000, which re- 
vealed a distinctly upward trend in 
net sales for the industry. 

“Furthermore,” said Mr. Hall, “it 
is distinctly encouraging that in 
1929, a year in which a business de- 
cline became very pronounced, 69 
manufacturing jewelers out of 166, 
or over 40 per cent, increased their 
net sales over 1928. 

“Moreover, these concerns were 
not confined to one size group, and 
the percentage of increase of the 
net sales in all size groups was ap- 
proximately the same. In_ short, 
these 69 manufacturing jewelers, 
representing concerns of every size, 
increased their 1929 net sales over 
1928 by more than 17 per cent.” 


Refrigeration 
on Dairy Farms 
Coming Fast 


Dayton, O., Nov. 28—Refrigera- 
tion on the farm is merely one of 
the possibilities as viewed by the 
Frigidaire Corporation, which has 
issued a special edition of its house 
organ, “Frigid Era,” following the 
annual Ice Cream Show at Cleve- 
land. 

“A mecea for visitors at the 
show,” said the paper, “was the 
Frigidaire exhibit, where modern 
cooling equipment and a new line 
of ice cream cabinets were pre- 
sented in a dairy farm setting. 

“A large tank-type cooler was set 
in contrast with a spring house, one 
of the earliest forms of milk cool- 
ing. Here the dairymen gathered 
to inspect the latest in farm refrig- 
eration and hear the story of big 
savings on ice, elimination of the 
time and labor necessary to handle 
ice, milk cooled to lower tempera- 
tures, faster cooling, lower bacteria 
count, higher prices for milk and 
equipment which will pay for itself 
in a short time.” 

Two Frigidaire -equipped units 
for truck refrigeration were dis- 
played at the Cleveland show, in co- 
operation with the exhibit of the 
General Motors Truck Corporation. 


Form New Group 
The Science, Radio and Detective 
Group, New York, has been changed 
to the Wonder-Radio Group, made 


up of Radio Craft and Wonder 
Stories. 


Kimball Appointed 
The Frederic A. Kimball Com- 
pany has become national advertis- 


ing representatives for the Two 
He. (Wis.) Reporter. 
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Population of 
United States 
Is 122,775,046 


Washington, D. C., Nov. 28— 
Final figures of the Bureau of the 
Census place the population of the 
United States at 122,775,046, an in- 
crease of 76,856 over the prelimi- 
nary figures. 

Of the States which had smaller 
populations than in the preliminary 
report, New York, with approxi- 
mately 31,000 less, was the biggest 
loser. Other States that had smaller 
figures in the final report were 
Maine, Massachusetts, Pennsylvania, 
Minnesota, North Dakota, Nebraska, 
North Carolina, Kentucky, Idaho, 
New Mexico, and Arizona. 


Illinois gained the most by the re- 
check, final figures giving that State 
23,000 more than in the preliminary 
announcement. Montana, the only 
state that had a smaller population 
than in 1920, gained about 1,300 
over the preliminary figures. 

California, which made the larg- 
est gains since 1920, had an even 
larger population than the prelimi- 
nary figures revealed, more than 
5,000 being added to the population 
as first announced. 

Population by states, with the 
percentage of increase since 1920: 


Per 
Cent 
1930 Gain 
Continental United 
WO sedans 122,775,046 16.1 
New England: 
[0 ee 797,423 3.8 
New Hampshire.. 465,293 5.0 
Vermont ............. 2s 359,611 2.0 
Massachusetts ...... 4,249,614 10.3 
Rhode Island ......... 687,497 13.7 
Connecticut .......... 1,606,903 16.4 
Middle Atlantic: 
New York . 12,588,066 21.2 
New Jersey 4,041,334 28.1 
Pennsylvania ....... 9,631,350 10.5 
East North Central 
BR castainctacncccrnccbseccecs 6,646,697 15.4 
Indiana 3,238,503 10.5 
Illinois 7,630,654 17.7 
Michigan ................ 4,842,325 32.0 
Wisconsin ................ 2,939,006 11.7 
West North Central: 
Minnesota ............... 2,563,953 7.4 
I oN icici scniots 2,470,939 2.8 
Missouri cco. 3,629,367 6.6 
North Dakota......... 680,845 5.3 
South Dakota........ 692,849 8.8 
Nebraska . 1,877,963 6.3 
oe 1,880,999 6.3 
South Atlantic: 
Delaware  .....cccccc0 238,380 6.9 
Maryland ................. 1,631,526 12.5 
Dist. of Columbia 486,869 11.3 
VIII. coca 2,421,851 4.9 
West Virginia ..... 1,729,205 18.1 
North Carolina... 3,170,276 23.9 
South Carolina...... 1,738,765 3.3 
Georgia ..................... 2,908,506 0.4 
PU bkciceriomce 1,468,211 51.6 
East South Central: 
Kentucky ................ 2,614,589 8.2 
Tennessee ... 2,616,556 11.9 
Alabama .......... 2,646,248 12.7 
Mississippi .............. 2,009,821 12.2 
West South Central: 
Arkansas 1,854,482 5.8 
Louisiana 2,101,593 16.9 
Oklahoma 2,396,040 18.1 
I roa astcsiocctec 5,824,715 24.9 
Mountain: 
jC 537,606 *2.1 
(ae 445,032 3.0 
WOMIne ......... 225,565 16.0 
OF |, 1,035,791 10.2 
New Mexico. 423,317 17.5 
Arizona 435,573 30.3 
aes 507,847 13.0 
pS ee 91,058 17.6 
Pacific: 
Washington ............ 1,563,396 15.2 
CPOBOR ce iciccnnn 953,786 21.8 
California................. 5,677,251 65.7 
Outlying areas: 
ee 59,278 7.7 
po | eae 368,336 43.9 
Porto Rico ... 1,543,913 18.8 
WN eins ees 18,509 39.4 
American Samoa 10,055 24.8 
Panama Canal 
| em 39,467 172.7 
Virgin Islands..... 22,012 *15.5 
Military and 
naval service, 
ete., abroad......... 89,453 *23.7 
*Decrease. 


Ga., 
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To Leave Bakeries 
Thomas M. Murphy has resigned 
as advertising manager 
American Bakeries 
to become 
group of wholesale bakers of the 
Southeast as advertising counsel. 


Heads Shoe Company 
W. Johnson has 
elected president of the Endicott 
Johnson Corporation, Endicott, N. 
Y., succeeding his father, George F. 
Johnson, who has been made chair- 
man of the board. 


Al Daubert Weds 


Al Daubert, of International Mo- 
Spokane, 
Thanksgiving Day, as the culmina- 
tion of a romance begun when he 
was a student at Washington State 


Co., 
identified with a 


been 


was married on 


Butler Speaker 
ot ttel at New School of 
General Foods 


New York, Nov. 28—Ralph Starr 
Butler, vice-president and director of 
advertising for General Foods Cor-| tical demonstration of how General 
poration, was one of the speakers 
as the company inaugurated a new 
training school for salesmen. As a 
result of the new plan, only one 
salesman will call on any store. 
Each salesman will cover a smaller | “graduated.” 
number of grocers than heretofore. 

Eight assistant district managers 
and 17 salesmen from the Eastern 
division attended the school. 
speakers were Colby M. Chester, 
president of the company; C. Fran- 
cis, president of the General Foods 


Sales Company; Clark Whiteman, 
vice-president, and E. E. Taylor, 
executive vice-president. 

Mr. Butler not only explained the 
results of the advertising, but told 
how the copy was prepared and the 
basic reasons for each type of copy. 

Nearly half the time devoted to 
the school was given over to a prac- 


Foods products are prepared and 
served. Trips through the plants 
were another feature. 

The students were put through a 
written examination before being 


Lewis Resigns 
Myran H. Lewis has resigned as 
advertising manager of the Nite- 
kraft Corporation, New York, man- 
ufacturer of pajamas, to enter the 
investment field with May & Co. 


Other 


Four Would Join 
Philadelphia Women 


Four applications for membership 
have been announced by the Phila- 
delphia Club of Advertising Women. 

They are Annie Scott Hardecker, 
Simpson Publications; Sarah A. 
Moore, Accurate Addressing Co.; 
Henrietta Marie Briel, Asam 
Brothers, and Mary L. Dornan. 


Carmody Is Speaker 


John A. Carmody, editor of Fac- 
tory and Industrial Management, 
Chicago, addressed the Industrial 
Relations Association, Milwaukee, 
November 22. 


Jensen Moves 


Gustav B. Jensen has moved his 
studio to 204 East 39th street, New 
York. The telephone number, Ash- 
land 0294, is unchanged. 


Frank Harwood 


] oins Liberty 


RANK W. HARWOOD, formerly ad- 

vertising director of the American To- 
bacco Company, has joined the advertising 
staff of Liberty Magazine as advertising 
counselor. Mr. Harwood’s varied and com- 
prehensive experience in sales, merchandis- 
ing and advertising will be available to any 
advertiser or agency that cares to take 
advantage of it. 


“My decision to come to Liberty,” said 
Mr. Harwood, “resulted from a conviction 
that Liberty is the magazine that comes 
nearest to meeting the present needs of the 
national advertiser. 


“A short time ago I had luncheon with 
one of the biggest advertisers in America. 


We discussed advertising problems, and 
both of us realized that the buying of adver- 
tising from now on must be adjusted to the 
new conditions. The situation today re- 
quires a closer scrutiny on advertising ex- 
penditures. It is now necessary for the 
advertiser to get more for his advertising 
dollar than ever before. 


“A careful analysis of Liberty has con- 
vinced me that it is the one outstanding buy 
in America. Liberty has operated along dif- 
ferent lines than the other publications. It 
has not raised rates with every circulation 
increase. It has tried to give the advertiser 
an increasing return for his money—both 
in quantity and in quality of circulation. It 


has confined its circulation largely to the 
more important buying centers. By its 
policy of single copy sales, it is able to 
assure the advertiser that every single unit 
of circulation is wanted by the purchaser, 
and is read. 


“I believe that because of the changed 
condition of business, 1931 will be a big 
year for Liberty Magazine.” 


EE 


Mr. Harwood’s experience has covered 
buying, selling and the preparation of ad- 
vertising. His first advertising experience 
was with the American Cereal Company 
(now the Quaker Oats Company). From 
there he went to the Gunning System, 
pioneers in outdoor advertising. Nineteen 
years ago he joined the Bondy and Lederer 
organization, which afterward became part 
of the General Cigar Company. For a 
number of years he was advertising director 
of the General Cigar Company. 


Eight years ago he became advertising 
director of the American Tobacco Com- 
pany, where he played an important part 
in the advertising success of Lucky Strike 
cigarettes and codperated in the sales and 
advertising of other American Tobacco 
Company products. 


——— 


When the American Tobacco Company 
reorganized the American Cigar Company, 
Mr. Harwood became vice president in 
charge of sales for that corporation which 
secured for Cremo cigars the nearest thing 
to 100% distribution that any cigar ever has 
had. This work took Mr. Harwood to all 
parts of America where he acquired a won- 
derful knowledge of local conditions and a 
wide acquaintance with dealers and jobbers. 


During his advertising career, he has 
been active in the affairs of many organiza- 
tions. He organized the Omaha Advertis- 
ing Club. He was vice president of the New 
York Advertising Club. He has been a 
member of the board of directors of the 
Audit Bureau of Circulations and of the 
Association of National Advertisers. 


a 


In 1931 Liberty will continue to give the 
advertiser more for his money. Liberty 
guarantees 2,500,000 average net paid circu- 
lation. This is an increase of 250,000 over 
the 1930 guarantee. There will be no 
increase in rates for advertisers placing 
orders before January 1, 1931. 


Libe 


A Weekly fer Everybody 


ie 
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Shaler Plans National 


Tube Repair Service 

The Shaler Company, Milwaukee 
and Waupun, Wis., has appointed 
Freeze-Vogel-Crawford, Milwaukee, 
to direct its advertising. 

In addition to the Shaler patch 
and heat unit for tire repairing, the 
company manufactures golf clubs 
and equipment and Shaler Rislone. 

Plans include the inauguration of 
a nation-wide tire and tube repair 
service. 


Directs Radio Authors 


Walter G. Springer, until recently 
director of public relations for the 
Columbia Broadcasting System, has 
joined National Radio Advertising, 
Inc., as director of its subsidiary, 
Radio Authors, Inc. He formerly 
published Screenland Magazine, 
America’s Humor, Real Life Stories, 
and Suniland. 


Enters St. Louis 
The Matteson - Fogarty - Jordan 
Company, Chicago agency, will 
establish an office in St. Louis under 
the direction of Daniel A. Ruebel. 
The new quarters will be in the 
Telephone building. 


Follow the Leader 


It’s good business when 
the leader happens to be 
a publication leading the 
thought in its field. Mod- 
ern food distribution, co- 
ordinated merchandising, 
required a new type of 
magazine in tune with the 
times. This publication 
meets the requirement and 
is read by all types of 
distributors. Write for 
advertsing rates and sam- 
ple copy. 


The New Era in 


FOOD DISTRIBUTION 
37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


MAGAZINE COPY 
AHEAD OF 1928, 
BUT BEHIND 1923 


$223,000 for New Advertising 
in November 


New York, Nov. 28—New adver- 
tisers and old advertisers of new 
products, 83 in all, were responsible 
for $223,777 of new business in No- 
vember issues of national maga- 
zines, according to National Adver- 
tising Records. 

The headliner, S. Karpen & Bros., 
Chicago, spent $42,400 to advertise 
its new mattress. Second place also 
went to an old advertiser of a 
new product, the General Electric 
Company, Bridgeport, Conn., which 
spent $27,760 on electric clocks. 
The same combination of a_ well 
known advertiser and a line of elec- 
tric clocks was found in third place. 
This was Manning, Bowman & Co., 
Meriden, Conn., who spent $23,000. 

From the standpoint of numbers 
and expenditures, cosmetic manu- 
facturers showed the most deter- 
mination. The influx of new adver- 
tisers in this line resulted in an in- 
crease of the advertising in the 
drugs and toilet goods section from 
$2,864,602 in October to $3,104,912 
for November. 

Loss for Month 

The new advertising and gains in 
some classifications failed, however, 
to prevent a slight falling off from 
the preceding month. This trend 
conforms to the precedent estab- 
lished in 1928. 

It is due to publishers’ propa- 
ganda on the subject of doing 
Christmas advertising early or to 
a tendency to concentrate advertis- 
ing in December. The development 
of the tendency is traced as follows 
by National Advertising Records, 
the figures being for general maga- 
zines only: 


will keep you 


significant developments in all 
branches of advertising. 


$1 a Year---52 Issues 
Use the Coupon! 


Subscribe Now! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


posted on the 


- Advertising Age, 
537 S. Dearborn St., 
Chicago 


You may enter my subscription for one year. I 


enclose $1 (check, currency, or money order.) 


THREE BILLION DOLLARS IS INVESTED IN HOSPITALS 


Capital Investment as of December 31, 1928, in 6,852 Hospitals 
Registered by the American Medical Association 


Nervous : 
Control General and Mental Tuberculosis Special Institutional Totals 
eee $ 122,841,000 $ 38,595,000 $ 28,034,000 $ 1,530,000 $ 8,715,000 $ 199,715,000 
Nr eee 51,664,000 660,401,000 49,012,000 7,056,000 25,335,000 793,468,000 
CE visinixei vs 86,915,000 44,270,000 43,890,000 5,260,000 6,925,000 187,260,000 
ere ae 136,774,000 23,486,000 20,517,000 28,430,000 1,882,500 211,089,000 
City and county... 17,441,000 182,000 4,726,000 1,149,000 1,510,000 25,008,000 
Total governmts. $ 415,635,000 $766,934,000 $146,179,000 $ 43,425,000 $44,367,000 $1,416,540,000 
Independent re 585,019,000 20,934,000 20,457,000 72,656,000 7,668,000 706,734,000 
ES eer 627,498,000 12,301,000 9,275,000 23,951,000 4,112,000 677,137,000 
Fraternal ........ SEE | Gkwdecess 1,967,000 3,411,000 3,345,000 20,544,000 
Total non-profit 
associations ... $1,224,338,000 $ 33,235,000 $ 31,699,000 $100,018,000 $15,125,000 $1,404,415,000 
Individual and part- 
nership mseiaes 81,642,000 12,192,000 7,647,000 CCSD a vbadenses 115,817,000 
Incorporated ..... 102,027,000 7,650,000 8,850,000 DP 7ODDGO  .ciccccces 128,227,000 
Industrial ........ See «6 aivcuieks SeiwaeGee- Melewaauass eFanecdees 25,124,000 
Total proprietary $ 208,793,000 $ 19,842,000 $ 16,497,000 $ DERG 6a600Kes o0 $ 269,168,000 
Total registered 
hospitals .... $1,848,766,000 $820,011,000 $194,375,000 $167,479,000 $59,492,500 $3,090,123,000 
—Hospital Management. 
October November 
eer $15,065,806 $16,193,141 S peed Record Cileadins onl 
oe 17,377,685 18,330,963 4 ° ° 
wie 18,008,325 18,563,103 Established by Sampling for Wings 
shed . 19,595,473 18,140,811 ; Louisville, Ky., Nov. 28— 
a 20,318,567 20,070,214 Egg Campaign) ,,leuisrille iy-, Nov, 25 
eeeiiaaniae 17,758,541 17,358,970 15-cent package and the insti- 


The total in this division for the 
first eleven months of this year is 
$186,502,194. This compares with 
$191,323,537 for the same period in 
1929, and $175,551,487 for 1928. 

National farm magazine adver- 
tising declined in sympathy with 
general magazine advertising, the 
loss being proportionately greater. 
The farm paper publishers rang up 
$811,845 in November, compared 
with $914,852 in October and $933,- 
208 in November, 1929. 

The volume for the eleven months, 
however, is. not far behind 1929, the 
figures being $9,749,148 and $10,- 
299,035, respectively. 

Radio advertising in October, the 
last month for which figures are 
available, gained $545,808 to make 
a new record, $2,668,513. This fig- 
ure represents national advertising 
only. 


Two Advertisers 
Sponsor Short 
Talking Movies 


New York, Nov. 28—Warner 
Bros. Industrial Films, Inc., has 
now in preparation a number of 
one-reel talking pictures of which 
the first two releases are sponsored 
by the Liggett & Myers Tobacco 
Company for Chesterfield cigarettes, 
and by the Lambert Pharmacal 
Company for Listerine. 


These pictures, sponsored by na- 
tional advertisers in the same man- 
ner as radio programs, are made on 
a purely entertainment basis and 
will be exhibited in theatres con- 
trolled by Warner Bros. throughout 
the country. 

Each of these “shorts” will be- 
come an integral part of the pro- 
gram at Warner Bros. theatres. 
Only one sponsored picture will be 
shown on any one program. 


December 18 Date of 
Council’s Xmas Party 


The annual Christmas party of 
the Chicago Advertising Council 
will be held December 18 at the 
Hotel Sherman. 

The beneficiary, as heretofore, will 
be the Off-the-Street Club. About 
$500 is raised at this annual event. 


Colgate Leaves Fortune 


Sidney M. Colgate, chairman of 
the board of the Colgate-Palmolive- 
Peet Company, who died November 
10, left a fortune of $10,000,000, his 
will disclosed. A son, S. Bayard 
Colgate, of Rye, N. Y., receives the 


stock in the company. 


Dayton, O., Nov. 29—What is be- 
lieved to be a speed record in the 
placing of a large commercial pro- 
gram on the air was established this 
month when the “Sunny Side Up” 
program, part of an emergency egg 
consumption campaign designed by 
the Geyer Company, Dayton and 
New York advertising agency, to 
move a surplus of storage eggs, was 
introduced over a country-wide 
hook-up. 

Six days after client and agency 
began negotiations, the 15-minute 
“eat more eggs” program went on 
the air over 22 stations of the red 
network of the National Broadcast- 
ing Company. A total of 89 NBC 
stations and 21 Columbia stations 
now are used on Mondays, Wednes- 
days and Fridays. 

“To the best of my knowledge,” 
said W. L. Weddell, of the National 
Broadcasting Company’s Chicago 
office, “no other account has been 
put on the air in less than a month 
from the time negotiations began. 

“In the ‘Sunny Side Up’ program 
only six days were given in which 
to clear the stations, build a pro- 
gram, stage auditions, make correc- 
tions and go on the air.” 

“There are 2,000,000 more cases of 
eggs on cold storage in the country 
today than there were at any cor- 
responding season of the last five 
years,” explained L. J. Haughey, ac- 
count executive of the Geyer Com- 
pany. 

“The campaign now under way to 
move this excess supply, is devoted 
to educating the public to the food 
value of an egg. 

“Few people know that eggs rank 
with milk as our most nearly perfect 
foods. Eggs contain everything which 
the body needs for its development. 
Another fact we are stressing is that 
storage eggs offer more food value 
per dollar than any other food on 
the market.” 


Campbell Soup May 
Have Canadian Plant 


Canadian newspapers report that 
the Campbell Soup Company will 
establish a Canadian plant as the 
result of the recent increase in the 
tariff on soup. 

The increase was from 27.5 to 35 
per cent. 


Joins Atlanta Agency 
William W. Neal has joined the 
copy staff of Gottschaldt-Humphrey, 


Inc., Atlanta, after service with 
James A. Greene & Co., of that 
city. 


Open New Office 
Albert Frank & Co., Chicago, 
were hosts to the advertising fra- 
ternity in their new quarters at 
1 La Salle street November 25. 


tution of a sampling campaign 
are recent developments in the 
merchandising of Wings, the 
product of the Brown & Wil- 
liamson Tobacco Co. 

Wings is now being mar- 
keted in Chicago, Milwaukee, 
Minneapolis, Peoria and In- 
dianapolis. It has not yet 
reached the East. 


Speaker Wanted 
for Crackers 


and Milk Club 


Rochester, N. Y., Nov. 28—The 
weekly meetings of the Rochester 
Ad Club are held every Thursday, 
but there is an inner circle which 
dubs itself the “Crackers and Milk 
Club,” with Monday sessions and 
plenty of stretcher-bearers avail- 
able. 

Last week’s speaker wrote the 
president of the Advertising Club 
as follows: 

“An incident occurred in the last 
meeting of the Crackers and Milk 
Club which I feel duty bound to call 
to your attention. 

“During a discussion of a labor 
topic, I was singled out by another 
member of the club as a target for 
some disagreeable remarks. It seems 
that I ‘have no sense of duty toward 
employes,’ that I ‘hold wages to the 
lowest level possible,’ that I ‘have 
no regard for human rights as ap- 
plied to labor.’ 

“Why I should be attacked in this 
manner, I do not know. It’s the 
first time any charges of this na- 
ture have been made against me, 
and as for my accuser, I have never 
given him the slightest cause for 
animosity. 

“Now, I know that the Crackers 
and Milk Club is a place for free 
discussion. Nevertheless, there is a 
limit to everything, and when it 
comes to one member being the butt 
of personal remarks, I think it’s 
high time some action was taken. 

“T would not bring this matter to 
your attention except that I have 
sought satisfaction through the 
Crackers and Milk Chairman, with- 
out results, and I’m determined that 
it shall not go without some definite 
settlement. 

“T shall expect to hear from you 
in this matter without delay, and 
insist that whatever answer is made, 
be made to the club as a whole, 
preferably through the club paper.” 


Edmonds’ New Work 

Richard Woods Edmonds, for- 
merly of Manufacturers Record, 
Baltimore, has joined Korbel & Col- 
well, Inc., New Yerk public rela- 
tions counsel. 
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ADVERTISING AGE 


Newspapers’ 
Service May Be 
Standardized 


Chattanooga, Tenn., Nov. 28— 
Standards as to the amount of serv- 
ice to be provided national adver- 
tisers have been recommended by a 
special committee of the Southern 
Newspaper Publishers’ Association 
on local-national advertising. 

The report of the committee, 
headed by Enoch Brown, Jr., ad- 
vertising manager of the Memphis 
Commercial Appeal, has been re- 
leased by Cranston Williams, secre- 
tary-manager. It will be considered 
at the mid-winter board meeting in 
January. 

The following 
suggested : 

“We will furnish facts about pop- 
ulation, climate, industrial, financial 
and agricultural conditions; 

“Furnish statistics regarding 
1ents, wages, etc.; 

“Furnish facts regarding distri- 
bution of luxuries, modern con- 
veniences, buying habits, water sup- 
ply, rail and water connections, etc.; 

“Make analyses of dealer, jobber 
and local manufacturing conditions 
and furnish names and addresses of 
leading retailers and jobbers in each 
line; 


standards were 


Will Investigate 

“Make general investigations 
among the jobbers and dealers cov- 
ering merchandising, public demand 
and competitive conditions of vari- 
ous lines and products; 

“Endeavor to get retailers to use 
space in connection with the general 
campaign; 

“Furnish route lists for salesmen 
and provide letters of introduction; 

“Endeavor to get dealers to make 
window and counter displays, but 
we cannot undertake to install dis- 
plays; 

“Endeavor to educate the dealer 
in better merchandising methods 
and to insist that advertised goods 
be furnished customers rather than 
‘just as good’ substitutes. 

“We will not deviate from our 
printed rate nor grant free space 
in the form of display or reading 
matter ; 

“Send out letters announcing ad- 
vertising campaigns unless cost of 
writing and mailing is borne by ad- 
vertiser or agent, and in no event 
will we send out letters over our sig- 
nature endorsing any merchandise 
as against competing merchandise; 

“Furnish broadsides, except at 
the cost of production; 


“Attempt to sell merchandise.” 


Production of 
Perfumes Makes 
Big Increase 


Washington, D. C., Nov. 28—The 
United States is torn between its 
desire for interior and exterior per- 
sonal decoration, reports of the Bu- 
reau of the Census indicate. 


The country still loves its patent 
medicine, production, on the basis 
of wholesale figures, running close 
to $150,000,000 in 1929. This was 
a handsome gain over 1927. 


Perfumes, cosmetics and other 
toilet preparations to the value of 
$207,000,000 were produced in 1929, 
compared -with $178,000,000 in 1927. 

Some figures for the two years, 
showing the 1929 gain or loss: 


Perfumes, from $15,300,504 to 
$21,938,270; toilet waters, from 
$8,469,207 to $8,252,202; creams, 
from $29,218,815 to $35,131,862; 
rouges, from $11,492,644 to $12,- 
500,649; dentifrices, from $30,692,- 
834 to $31,440,961; 


Face powders, from $21,582,602 
to $22,979,522; taleum powders, 
from $8,002,743 to $8,021,121; other 
toilet powders, from $3,096,985 to 
$2,112,748; depilatories, from $1,- 
071,969 to $1,502,821; hair tonics, 
from $11,638,678 to $10,471,885; 

Shampoos, from $3,824,540 to $5,- 
536,996; hair dyes, from $3,118,760 
to $3,330,996; and other toilet prep- 
arations from $30,963,655 to $44,- 
242,186. 


Here is the advertisers’ committee appointed to assist Grover A. Whalen in the promotion 
of the Army-Navy football game in the Yankee Stadium, New York, December 13, for the Salva- 


ADVERTISERS TO RAISE $1,250,000 FOR CHARITY 
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tion Army fund for relief of the unemployed. 


William H. Rankin is chairman and Hector Fuller, vice-chairman. Others shown are E. D. 
Gibbs, G. T. Hodges, P. L. Holder, L. W. Neff, H. N. Boice, Hugh O’Donnell, G. F. McClelland, 


Leo Phillips, E. M. Alexander and Howard M. Warner. 


Cluett, Peabody 
To Distribute 
Rockinchair 


New York, Nov. 28—Cluett, Pea- 
body & Co., manufacturers of Ar- 
row collars and shirts, E. & W. 
shirts, etc., have concluded an agree- 
ment to sell and distribute Rockin- 
chair underwear, a product of Hen- 
derson & Ervin. 

The Rockinchair label will be 
maintained, while the Henderson & 
Ervin name will be dropped from 
the product, it is said. 

Wayne Smith, of the Rockinchair 
organization, has joined Cluett, 
Peabody & Co., in an executive sales 
capacity, and will assist in buying 
and styling the new line. 

C. R. Palmer, president of Cluett, 
Peabody & Co., indicated that the 
company might eventually absorb 
the Rockinchair business, which 
rounds out the company’s line. 


Ardmore Has Daily 


The Main Line Times has started 
as a daily at Ardmore, Pa. 


Colgate Copy 
Starts Fight 
in England 


London, Nov. 28 — Imputations 
made by Colgate’s in recent British 
dentifrice advertising against “the 
claims made for certain dentifrices” 
in newspaper advertisements have 
been spiritedly responded to by 
Odol, a dentifrice marketed in Great 
Britain by Cranbux Ltd. of Nor- 
wich, England. The Colgate adver- 
tisements referred to the “alleged 
fiction in certain dentifrice adver- 
tisements.” 

In a big space advertisement in 
national dailies, headed “Not Fic- 
tion—but Fact,’ Odol printed 15 
testimonials from dentists and doc- 
tors in praise of its specific quali- 
ties under a variety of heads. Pro- 
fessional degrees (Licentiate Den- 
tal Surgeon, Member Royal College 
of Surgeons, etc.), but no names, 
were appended to these testimonials. 

The advertisement said that “the 
expressions of an advertising pen 
mean everything in dentifrice ad- 
vertising when the highly qualified 
dental brains of Great Britain say 
it is so.” 

It also emphasized that Odol is 
“British made, by British labour, 
financed by British capital,” and 
that “the original testimonials have 
been submitted to the advertising 
manager of this paper before pub- 
lication.” 


Directory of Canadian 
Publications Is Re-issued 


The 13th edition of Desbarats 
Directory of Canada’s Publications 
has been published by the Desbarats 
Advertising Agency, Ltd., Montreal. 
It is a book of 384 pages which in- 
cludes statistical data on Canadian 
markets. 


Instalment Houses Widen 
Search for Delinquents 


The E. H. Brown Advertising 
Agency, which is in charge of the 
co-operative “skip-trace” display 
advertising of Chicago automobile 
finance companies, will repeat the 
copy in Detroit, Milwaukee, Cleve- 
land, Indianapolis and St. Louis. 


New York House 
Picks Detroit Agency 


The Helbros Watch Company, 
New York, has appointed the 
Simons-Michelson Co., Detroit. This 
is the first national account to be 
serviced by this agency, which has 
specialized in syndicating advertis- 
ing to department stores. 


Scrutchin Joins Landis 


Thomas G. Scrutchin has joined 
the Reed G. Landis Company, Chi- 
cago, as a contact and plan man. 

This agency has been appointed 
by the associated mill supply dis- 
tributors. The three-year program 
approved includes research, field 
work and advertising. 


a? 


Increased 
Reader Interest 


 bste gives a briefed, interpretive 
presentation of editorial material: 
The main points are covered in a digest. 
Special features are displayed accord- 
ing to reader interest. One reader 
writes, “Your readers will surely respond 
to the broader scope that you are to 
cover under the appropriate title STEEL, 
and your advertisers must surely sense 
both the mechanical and advertising ad- 
vantages of your aggressive policy.” 


traditions of steel . . . young 
enough to lead the industry 
in a modern age. 


BRANCH OFFICES: 


NEW YORK - 


PITTSBURGH - 


These represent “extra values” 


This will be uppermost in mind when 1931 advertising appropri- 
ations are made up. STEEL gives these extra values in two ways. 


Greater Visibility 
of Advertising 


Advertising and editorial are intermingled, 
—the reader is directed toward your ad- 
vertisement. You can be certain that, during 
1931, your messages in STEEL will not be 
buried in with hundreds of others. A 
reader writes “STEEL impresses me as hav- 
ing a new virility and being sure of the 
job it wants to do. The new arrange- 
ment of the advertising pages also gives 
a more distinguished tone to the paper.” 


for your advertising dollar. 


diy 
A PEN T.O.N 
PUBLICATION 
CLEVELAND 


Published Every Thursday 


CHICAGO + SAN FRANCISCO + LONDON 


Other Penton Publications: 
Daily Metal Trade + The Foundry - Machine Design - Abrasive Industry - Automotive Abstracts - Marine Review + Power Boating 
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A Complete 


Production Service | 
TYPOGRAPHY 


ELECTROTYPES 
MATRICES 
STEREOTYPES | 
PRINTING 


Western 
Newspaper Union 


NEW YORK + 310 East 45th St. 
CHICAGO » 21080. Desplaine St. 


and 34 other cities 


Cream! 


HOSPITAL MANAGEMENT reaches 
the cream of its field, all over the 
country—the leading institutions ev- 
erywhere, comprising the best in 
quality and the bulk of the market 
in quantity. 

Recent surveys of our givoutation 

e 


lead 
the conclusion suggested above. 


You can reach the hospital market 


complete sales servi irectory, 
deily information bulletin and list- 
ing of your literature. 
Let us help you get your share of 
hund million dollars spent 


one 
every month by the hospitals. 


HOSPITAL 
MANAGEMENT 


Member A.B.C.—A.B.P. 
537 S. Dearborn Street 
Chicago, Ill. 


jes TH 


50,000 
SUBSCRIBERS 


Style Sources 
Womens Wear Daily 


NewYork 
8East 13% Street. 


Only 10 other cities* have a daily news- 
paper with as large a circulation as The 


Des Moines 
Register and Tribune 


Over 240,000 Daily 


atten Yost. Boston, Chicago, Detroit, Cleve- 
land, Phi ladelphia, Baltimore, Peano y, 
Pittsburgh, S' t. Louis and Des Moines. 


EXPERIMENTAL KITCHEN ESTABLISHED BY AGENCY 


Rone ieee tM 


Here is part of the kitchen opened by the Gardner Advertising Co., St. Louis, Novem- 


ber 21, with fitting ceremonies. 


An old English dining hall complements the kitchen. 


GETTING FACTS 
IS VITAL PART 
OF ADVERTISING 


Sweetland Tells What Adviser 
Must Know 


New York, Nov. 28.—Direct mail 
practitioners turned out in such 
numbers Monday at the meeting of 
that division of the Advertising 
Club of New York that many were 
unable to gain admission to the 
gathering. 

Ben J. Sweetland, vice-president 
of the Direct Mail Advertising As- 
sociation, was the speaker. Among 
those present was George Ward, 
Philadelphia paper man. To indi- 
cate the modern attitude of publish- 
ers toward direct mail, Mr. Ward 
related that when the Direct Mail 
convention was to meet in Phila- 
delphia, the Curtis Publishing Com- 
pany subscribed $2,500, on the basis 
that the quicker the follow-up of 
inquiries by advertisers, the more 
profitable the space would prove. 


Publisher’s Tribute 


Mr. Sweetland said that mediums 
are no longer fighting each other, 
except in isolated cases. One small 
country newspaper used a full page 
to reproduce part of an address 
criticising direct mail. It followed 
this up by reprinting the page and 
mailing it to all advertising pros- 
pects—an unconscious tribute. 

He said that preliminary analysis 
is the vital thing in all advertising, 
and pointed out some of the factors 
which must be considered. 

One of these is the manufacturing 
methods of the advertiser. Many 
advertising men, he asserted, ignore 
this phase of analysis. Other salient 
questions asked by Mr. Sweetland 
were: 

“How buch more business can be 
handled by the manufacturer with 
no corresponding increase in over- 
head? At what point will a marked 
increase in cost materialize? 

“What, in general, is happening 
to the advertiser’s field? Is demand 
waning or growing? 

“Is your task to get more dealers, 
or to teach the dealers you have to 
do a better job? 

“Are discounts such that dealers 
are dissatisfied? 

“How many customers have been 
lost in the past year? Are present 
customers buying all they should? 


The Sales Force 


“Are salesmen happy and making 
money? If not, what’s the trouble? 

“What advertising has been done 
in the past? What were the re- 
sults?” 

Mr. Sweetland said that an oil 
burner campaign fell flat because it 


South and Far West are built with- 
out basements. 

A manufacturer of a filing cabinet 
spent a large sum in advertising 
before he discovered that the name 
of the product was misleading to 
the average person. 

A maker of motion picture cam- 
eras ran a lot of copy about his 
product before he found out that 
the idea of home movies had to be 
sold before any particular machine 
had a chance. 

Mr. Sweetland concluded by say- 
ing that one of the most effective 
pieces of research has been done by 
a steamship company, which knows 
just where its primary and sec- 
ondary markets lie. 


150 Advertisers 
Discouraged by 
New Jersey Law 


New York, Nov. 28—The New 
Jersey law to regulate outdoor ad- 
vertising structures, passed this 
year, will become effective January 
1, 1931. Opponents of this measure 
recently received a setback when the 
State Legislature strangled a pro- 
posed repeal. 

The law requires the licensing of 
users of outdoor advertising and 
makes the commissioner of motor 
vehicles the enforcing agent. Pro- 
vision also is made for licensing ad- 
vertising agencies with a cost-plus 
plan, which would impose a revenue 
tax of 3 cents a cubic foot upon all 
outdoor advertisements. 

A survey recently made indicates 
there are approximately 3,000 con- 
cerns, using outdoor advertising in 
New Jersey, this including users of 
ene or more signs. About 6,000 ap- 
plications for permits have been filed 
with the motor vehicle department. 

That department has received no- 
tice from 150 others that they will 
discontinue outdoor advertising. The 
enforcement authorities have re- 
moved approximately 60 panels 
which, it was decided, either inter- 
fered with the scenic effect, or con- 
stituted a hazard to the traveling 
public. By request of the billboard 
bureau of the department of motor 
vehicles, 45 structures have been re- 
located. 

Sixty-five of the 150 who notified 
the department that they will dis- 
continue outdoor advertising gave 
as reasons that they had no inclina- 
tion to pay for licenses; that the 3 
per cent per cubic foot provision 
was exorbitant and that the law is 
not sufficiently specific to be under- 
standable. 


Agencies Merge 
Effective December 1, Evans, Kip 
& Hackett and Industries Publicity 
Corp., both of New York, will 
merge as Evans, Nye & Harmon. 
David G. Evans will be president; 
S. Keith Evans, vice-president, and 

Robert L. Harmon, secretary. 
Frank W. Nye, former president 
of Churchill-Hall, Inc., has joined 
the organization, as has William 
Rea, formerly of the George Batten 


was too broad. Many houses in the 


Company. 


TELL WHO PAYS 
ADVERTISING BILL 


New York, Nov. 28—Robert L. 
Johnson, director, Advertising Fed- 
eration of America, and advertising 
director of Time and Fortune, will 
address advertising clubs of New 
England next week on “Who Pays 
America’s Two Billion Dollar Ad- 
vertising Bill?” 

Mr. Johnson’s itinerary calls for 
the delivery of this address in Provi- 
dence, R. I., Monday, December 1; 
Springfield, Mass., Tuesday, and 
Worcester, Mass., Wednesday. 

Other A. F. A. speakers scheduled 
to deliver a similar address in vari- 
ous parts of the country are: 

Walter A. Strong, chairman, 
board of directors, A. F. A.; pub- 
lisher Chicago Daily News. 

Joseph H. Appel, treasurer of the 
Federation; with John Wanamaker’s 
for 30 years. 

John Benson, a director of the 
Federation; president American As- 
sociation of Advertising Agencies. 

Arthur Brayton, editor, Merchants 
Trade Journal; former president, 
Advertising Club of Des Moines. 

Truman A. DeWeese, for 25 years 
advertising manager, Shredded 
Wheat Biscuit Company, now vice- 
president the Frank Presbrey Com- 
pany. 

Walter H. Drey, vice-president 
and business manager Forbes Mag- 
azine. 

M. W. Perinier, district manager, 
McGraw-Hill Publishing Company, 
Cleveland. 

Leslie M. Barton, managing di- 
rector, The 100,000 Group of Amer- 
ican Cities; advertising manager 
Chicago Daily News. 

J. P. Muller, president, 
Muller Advertising Agency. 

Richard H. Waldo, president, Mc- 
Clure Syndicate; former executive 
of Good Housekeeping and New 
York Tribune. 

Marco Morrow, assistant pub- 
lisher, Capper Publications; mem- 
ber, board of directors, Audit Bu- 
reau of Circulations; former presi- 
dent, Agricultural Publishers Asso- 
ciation. 

Stewart L. Mims, vice-president, 
J. Walter Thompson Company. 

R. G. Parker, advertising man- 
ager, W. T. Grant Company. 

Gilbert T. Hodges, president of 
the Advertising Federation of 
America; member, Executive Board, 
The Sun. 

T. W. LeQuatte, executive vice- 
president, Advertising Federation 
of America. 

The January, February, March, 
April and May schedules each call 
for an equally interesting subject 
and an equally attractive list of 


speakers, both to be announced 
later. 


d. PB; 


Breeding with Agency 


Harry T. Breeding has joined the 
Aitkin-Kynett Company, Philadel- 


phia. 


Duke Hutchinson 


Joins Chicago Agency 

After operating the Duke Hutch- 
inson Advertising Agency for four 
years, Duke Hutchinson has joined 


the Dunham, Younggreen, Lesan 
Company, Chicago. 
Mr. Hutchinson was _ formerly 


sales and advertising manager of 
the Kelly-Springfield Motor Truck 
Co., and president of the Iron City 
Motors Company, car distributors. 


Chicago Advertiser 
Appoints Cramer-Krasselt 


The Bastian-Biessing Company, 
Chicago manufacturers of  scda 
fountain and welding equipment, has 
appointed the Cramer-Krasselt Co., 
‘iilwaukee. 


Names Tyson 
Hydraulic Development Corpora- 
tion, New York, has appointed O. S. 
Tyson and Company of that city. 


Business papers and direct mail will 
ye used. 


The Ambassador is the 
pied-a-terre of many of 
the most important 
personalties in adver- 
tising, banking and in- 
dustrial circles. 


The 
Ambassador 


PARK AVENUE at 51st STREET 
NEW \ORK 


ATLANTIC CITY LOS ANGELES PALM BEACH 


CLASSIFIED ADVERTISERS! 


MAIL ORDER ADVERTISERS! 

AGENTS-SALESMEN ADVERTISERS! 

Send for FREE copy of our NEW. 1930 ‘‘Adver- 
tisers Rate and Data Guide.” Forty-two page 
directory contains lowest display and classified rates 
and circulation of best producing magazines and 
newspapers. Valuable combinations. Other facts. 
Write today for your copy. 


E. A. Brown Pt one Agency 


Dept. A, 140 8S. Dearborn St., Chicago, Ill. 


WANTED—Wisconsin farm machinery manufac- 


turer has opening for aggressive sales executive 
for managerial position. Position carries with 
it opportunity for stock ownership. This is an 
outstanding opportunity for man who can fill 
the bill. Product now has wide distribution and 
is favorably regarded by the trade and has un- 


limited possibilities for expansion. Men experi- 
enced in agricultural machinery momeere and 
sales preferred. All i 
confidence, 


tising Age, 537 § 
inois. 


REDUCE YOUR COST 
OF SELLING (. Ubtrey Post, Care, 


Folders, Blotters, Booklets, Ca etc 
ostage ‘eandTheMai monthly magazine— 
te continuous 
devoted to Direct Mai 
Tells how to reduce selling cost. 
|business ideas, information and facts a 
year. At end of year. we return $4.00 you are 
not satisfied. Send 25c for sample copy. 


Postage and Mailbag $°.28i.Sics' 


since 1915—is entirely 
Advertising and Selling. 
ll of soun 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 

convince you that we can get you the right con 
nection. While we operate under the employment 
=, law, our methods are unlike any other 
agency. 


eae sone SERVICE 


gency 
Chrysler, Prop. 


Gurni 
527 Fifth Avenue, New York Murray Hill 10488 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 


100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 

MULTIGRAPHING, MAILING 


For Dependable 
Photostat Service 4 
F. 


« RUSSO m«. 


230 PARK AVE, 09 FIFTH A 
60 E.42ndST. 250 W. 57th . 


VANderbilt 9975-6-7 
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O S T h A231 Plans. In the case of some | Christiansen Is New Tyson Adds to Staff 
ranges Jave eet ’ support is planned, | A. F. A. Field Manager| Severing his connection with Gen- 
A radio manufacturer said the| To H. E. Christiansen, in the |¢T! Motors Export, R. Fowler 


New Campaign Theme; 
Others Report Plans 


(Continued from Page 1) 
15 per cent will be made in the 1931 
appropriation. 

“Life Savers sales have shown a 
splendid increase over 1929,” he com- 
mented, “and from all appearances, 
we shall end the year with a record 
equal to or better than that of any 
previous year in our history. We 
are looking forward to 1931 with an 
optimism born of our experience 
this year.” 

Stephen F. Whitman & Son, Phil- 
adelphia candy manufacturers, will 
also go after 1931 volume with a 
slightly increased appropriation. 

The Climalene Company, Canton, 
O., will spend 5 per cent more in 
1931 than this year. 

The appropriation of the Elliott 
Addressing Machine Co., Cambridge, 
Mass., is based on 5 per cent of net 
sales and since 1930 sales fell off 
only a few percent from 1929, which 
was the company’s biggest year, next 
year’s appropriation will be substan- 
tially the same. 

Derby Brown, advertising man- 
ager, said 90 per cent of this will 
go into direct mail, with salesmen 
following up the advertising closely. 

C. E. Palmer said no changes of 
any kind will be made in the 1930 
advertising of the Celotex Company. 

A sewing machine manufacturer 
said his 1931 appropriation will be 
reduced and that only two papers 
will be used. 


Add Women’s Magazines 

A tea importer said 1930 sales are 
ahead of those of 1929, the result 
being a larger appropriation. Im- 
portant changes in mediums will re- 
sult in the addition of women’s mag- 
azines and radio, with fewer news- 
papers. 

The 1930 appropriation of the 
Campbell Soup Company will at least 
equal that of this year, which saw 
the largest investment in advertis- 
ing ever made by the company, H. F. 
Jones, advertising manager, said. 

Advertising will be about as usual 
with a large paint manufacturer. 

Advertising plans of the Kellogg 
Switchboard & Supply Co., Chicago, 
are incomplete, but the outlook is for 
as large an expenditure as this year, 
Ray C. Krueger, advertising man- 
ager, indicated. 

A shoe manufacturer said that the 
1931 appropriation will be about the 
same as that of 1930, but that less 
will be spent during the first half, 
with more during the last six 
months. 

The Glenwood Range Co., Taun- 
ton, Mass., will spend about the same 
as this year, according to M. E. Ab- 
bott, general sales and advertising 
manager. 

A larger appropriation is indi- 
cated by a manufacturer of sta- 
tionery. 

A shovel manufacturer will mark 


Research 


Service 


OFFERS: 


Market Analyses 
Consumer Surveys 
Trade Surveys 
Product Tests 
Style Trends 
Copy Tests 


FOR 
Agencies 
Manufacturers 
Publications 
Radio Stations 
Retail Stores 
Associations 


45 West 45th Street 
New York 
333 Nerth Michigan Ave., Chicago 


time for three months before deter- 
mining 1931 plans. 

Willard P. Tomlinson, director of 
advertising of the Norwich Pharma- 
cal Co., Norwich, N. Y., said that 
more money will be spent next year. 
“For two of our leading products 
magazines will continue to carry the 
advertising almost exclusively,” he 
said. 

“On two other products, news- 
papers will be used. On still another 
product, to be advertised for the first 
time, a combination of magazines 
and newspapers will be employed.” 


Standing Pat 
W. T. Eastwood, advertising man- 
ager of the Stromberg-Carlson Tel- 
ephone Mfg. Co., Rochester, N. Y., 
said that plans are incomplete, but 
that the 1931 appropriation will be 
on about the same basis as hereto- 
fore. 
Rudolph Wurlitzer, president of 
the Cincinnati company of that name, 
said that about the same amount 
will be spent in 1931, with news- 
papers getting the bulk of it, as 
heretofore. 
The Mead Cycle Co., Chicago, will 
spend less in 1931. 
“We have no advertising budget,” 
commented J. E. Mead, “but tabu- 
late results as we go along and in- 
crease or diminish our space ac- 
cordingly.” 
An increase in its appropriation 
will be made by the Carborundum 
Company, Niagara Falls, N. Y. 
Francis D. Bowman, advertising 
manager, said the extra expenditure 
will go into radio, eight instead of 
five stations being used. 
Anheuser-Busch, Inc., of St. Louis, 
has not completed its 1931 plans, 
Charles W. Staudinger, advertising 
manager, said, but indications are 
that it will have about the same 
advertising budget as in 1930—be- 
tween $800,000 and $900,000. 
The Standard Conveyor Co., St. 
Paul, will maintain its appropria- 
tion, with a larger percentage going 
into direct mail. 
A leather belt manufacturer will 
pay more attention to the allocation 
of expenses, and advertising will not 
be asked to bear sales expenses. The 
appropriation will be slightly smaller 
than heretofore, but all of it will be 
used for advertising. 


P. & G. Satisfied 


The Procter & Gamble Company 
will make no radical changes in 


addition of magazines and outdoor 
advertising is being considered. 

A manufacturer of washing ma- 
chines will hold his appropriation at 
$160,000, but will make some revo- 
lutionary changes in distribution 
methods, eliminating some of his 
small jobbers. Copy will be more 
positive. 

A glass manufacturer will spend 
more in 1981. 

G. W. Vos, superintendent of the 
advertising division, the Texas Com- 
pany, said that while the appropria- 
tion will be a little less than in 1930, 
it will be larger than in 1929. 

He explained that 1930 was an un- 
usual year for the company because 
it introduced two major products, 
with a heavy concentration of na- 
tional advertising. 

“Our 1931 appropriation is, in 
effect, an increase,” he concluded. 

The Packer Manufacturing Co., 
New York, “is firmly resolved on an 
increase in advertising in 1931,” 
A. D. Childs, secretary, said. 

H. E. Riggs, advertising manager 
of the Strathmore Paper Co., West 
Springfield, Mass., said the 1931 
program will be about the same as 
this year’s. 

A furniture manufacturer will put 
a large increase in advertising be- 
hind a new line created by a famous 
designer. 

A telephone company will spend 
about the same as this year, with 
some changes in appeal and mediums. 

A hair pin manufacturer will in- 
crease his appropriation, with a 
greater use of direct mail. 

A manufacturer of loose-leaf de- 
vices will increase his appropriation 
and continue to hammer at the idea 
of accurate accounting. More busi- 
ness papers will be used. 


Ayers and Associates 
Hang Out Shingle 


The newly organized firm of 
Ayers & Associates, Chicago, will 
specialize in preparing news for 
business and financial institutions. 
James E. Weber and James P. Con- 
way are associated with W. L. 
Ayers, formerly vice president of 
Beard & Ayers, Inc. 


Grocery Chain to Sell 


Package Ice Cream 


A large Wisconsin grocery chain 
has ordered special refrigerated dis- 
play cases to be used in connection 
with the sale of ice cream in visible 
packages. 


To Advertise Beauty Aids 


Maison Bertie, Inc., New York, 
cosmetic manufacturer, has _ ap- 
pointed the United Advertising 
Agency, of that city. 


capacity of field manager, the Ad- 
vertising Federation of America has 
assigned the task of coordinating 
services and fostering co-operation 
of the local clubs. 


Few Idle in Dubuque 


An “odd job” bureau sponsored 
by the Dubuque Chamber of Com- 
merce has_ received applications 
from only 85 persons, according to 
the Des Moines Register. 


has joined O. S. Tyson a Co., Inc., 
New York agency. Miss Helen’ Baily 
* 2 addition to the accounting 
staff. 


Council Meets 


The Philadelphia Council of the 
American Association of Advertis- 
ing Agencies met last week under 
the leadership of Charles H. Eyles, 
president of the Richard A. Foley 
Advertising Agency. 


RADIO 


“nVaer Cwm D 


No. 12 


Chicago 


WHO? 


Atire company sent questionaires 
to dealers selling $50,000 or more 
of their products a year. These 
dealers were asked what form 
of national advertising was most 
helpful to them. Radio was favored 
five to one over the next most 
popular medium. 


The complete story may be secured from 


SCOTT HOWE BOWEN, inc. 


Radio Station Representatives 
Chrysler Building, New York 
Philadelphia 


Detroit Boston Dallas 


Advertising Ag € 


THE NATIONAL NEWSPAPER 3 Ae: 


may be purchased at the following News- 
stands in New 1 New York 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG,, TIMES SQUARE 


DOUBLEDAY, DORANBOOKSHOPS Inc. 


Graybar Building 
490 Lexington Avenue 


City: 


“everybody reads the news” 


Advertising 
Plates 


°P & A” stands for the BEST there is 
in plates and mats, and for the kind 
of quick, interested, intelligent ser- 
vice that advertisers appreciate. 


“P & A” Service is evidenced in the 
co-operation they give to customers 
—in the pressure they are capable 
of applying to make insertion dates. 


Partridge & Anderson G 


LLOYD C. PARTRIDGE, President 
712 Federal Street 


Electrotypes 
Nickeltypes 
Lead Moulds 
Stereotypes 
Newspaper Matrices 


Thirty years continuous 
helpful service to advertisers 
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Now.. . More Than Ever, 
| Make Us Prove It With Proofs! 


@ A(ow advertising has to make sales, not merely impressions. (ow advertising ability 


is being tested in the blast-furnace of results. A(ow even high quality must go hand in 
hand with rigid economy. Now the preventable waste of costly typographic revisions 
is intolerable ... Our modern equipment (including 5,000 type cases, 247 type faces 
and over 300 foundry borders) is perhaps the finest in the world. But—beyond mere 


mechanical resources we offer these outstanding advantages to buyers of typography: 


4 


(1) Personnel—Principals who have spent their 
lives in promoting typographic art and who bear 
the highest reputation for integrity, experience 
and pioneering initiative. 


(2) Supervision—Every piece of copy is carefully 
read and accurately laid out before it goes to the 
compositor. Nothing is left to chance. In many 
cases, more attention must be paid to intent than 
to instructions. We pride ourselves upon our “sixth 
sense” in correctly interpreting clients’ ideas. This 


is a part of our cost reducing methods. 


(3) Inspection—Every proof is inspected for phys- 
ical appearance and adjustment of type sizes for 
display, as well as for re-adjustments of spacing and 
position of units. 


(4) Allotment of Accounts—Each account is en- 


trusted to an inside service man who is familiar with 
every order both as regards detail and position in 
the plant. Inside contact men “follow through” 
each order right up to delivery. 


(5) Size of Job—The smallest job receives the same 
care and attention here as the biggest one on 
the true theory that “tall oaks from little acorns 
grow.” This is proved by the fact that some of our 
largest present accounts started with a trial set-up. 


(6) Schedule Board—A unique charting system 
assists service men in routing each job through the 
shop and enables forwarding clerks to deliver proofs 


“on the dot,” thus saving annoying delays. 


(7) Messenger Delivery—Through our system of 
additional compensation for extra-fast trips we 
usually make delivery of proofs ahead of time. 


@ Limitations of space prevent more than this fleeting reference to the thousands of dollars we 
regularly save for clients by checking up on hurried or incomplete instructions, thereby avoiding 
wrong space sizes and the expense of doing the job over again .. . Typographic /aéor costs are the 
same. Among the important economies gained by dealing with us are expert and artistic layout; 
smooth, speedy handling; avoidance of excess time and expensive re-setting, and the minimum of 
revisions of proofs due to utmost care and skill at the start. ACow, more than ever, make us prove 


it with proofs and have your advertisement set by the acknowledged “Tiffany of Typography” 


LEE & PHILLIPS, INC., 228 E. 45Ta ST., NEW YORK] 
Ty pographers Who Prove It With Proofs 


SUCCESSORS TO MONTAGUE LEE CO.,INC. * FREDERIC NELSON PHILLIPS, INC. * GRAPHIC TYPESETTING CORP. * CAXTON TYPOGRAPHERS, INC. 
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